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BePulse’s Roslow 
emejects Rating 
mal est Committee 


New York, Aug. 18—Dr. Sydney 
Roslow, director of Pulse, has no- 
ified Station KJBS, San Francis- 
mo, that the committee selected to 
upervise the impartial test of 
Pulse vs. Hooper ratings in the 
San Francisco-Oakland area is not 
meceptable to him. 

When Dr. Roslow agreed to par- 

icipate in the experiment pro- 
posed by Stanley G. Breyer, com- 
ercial manager of KJBS, last 
onth, he stipulated that the 
‘committee must be acceptable to 
Pulse.” The researcher emphasiz- 
bd that his opposition to the per- 
sons named to serve on the com- 
ittee does not involve person- 
plities. 
The KJBS-named committee is 
scheduled to meet next week in 
ew York to name a permanent 
hairman and lay the groundwork 
or the house-to-house coinci- 
fental survey. At this time Dr. 
Roslow is expected to indicate in 
fetail his reasons for opposing the 
ommittee as it is presently con- 
ituted. 


He will, however, suggest that 
mt function as a group to select 
from a list of candidates the com- 
ittee which will supervise the 
Btudy designed to show the “truth 
about audience ratings.” 

In addition to Dr. Roslow the 
group includes: C. E. Hooper, 
ted Manchee of Batten, Barton, 
Durstine & Osborn as chairman of 
he Four A’s special committee 
bn radio and TV research; Lewis 
very of Avery-Knodel as presi- 
fent of the National Assn. of Ra- 
tio Station Representatives; Dr. 
enneth Baker, research director, 
ational Assn. of Broadcasters, 
and A. Wells Wilbur of General 
Mills, representing advertisers. 
Mr. Hooper heartily endorsed 
ihe group in a wire to KJBS. 
'The best indication yet of the 
ational significance of the San 
fancisco-Oakland test lies in the 
aliber of the four men who have 
accepted membership on _ this 
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consultuung prove that 

Lisky Stealer is mulder than any other principal brand 
Rich taste? Yeu the bull, rich taste of truly fine tobaceo 
Only fine tobaceo gives you both real mikiness and 
rich taste And Lucky Strike means fine tobacco. So on- 
joy the happy blending thet combines perfect mudness 
with a rich, true tobacco taste. Be Happy Go Lucky! 


LS/M.FT-Lucky Strike 


NEW COPY—This will be Lucky Strike’s basic selling theme, starting late this month 

when “Be Happy, Go Lucky” will become the featured slogan in all media used by 

American Tobacco Co.'s leading brand. Batten, Barton, Durstine & Osborn is the 
agency. 


Lucky Strike 
Revives Its Old 
‘Be Happy Line 


New York, Aug. 18—American 
Tobacco Co. went back some 20 
years to get its latest selling theme 
for Lucky Strike—“Be Happy, Go 
Lucky.” 

This slogan, which will become 
the basic sales pitch for the cig- 
arets starting late this month, rep- 
resents a revival of an advertising 
approach used briefly by Lucky 
Strike two decades ago. 

“Be Happy, Go Lucky” is the 
third major copy change for Amer- 
ican Tobacco’s number one brand 
this year. In the spring “Never a 
rough puff in a Lucky” made its 
appearance in the company’s ad- 
vertising. A few weeks later “Sci- 
entific tests prove Lucky Strike 
milder than any other principal 
brand” was introduced as an alter- 
nate theme. 


s In recent months the latter has 
been the main slogan with “L. S./ 
M. F. T.—Lucky Strike means fine 
tobacco” in second position and 
“rough puff” getting less and less 
attention. 

“Be Happy, Go Lucky” will be 
given top position in all Lucky 
Strike advertising when the drive 
gets under way. Color pages will 


2 be used in the company’s maga- 


zine list. Newspapers throughout 
the country and the cigaret manu- 
facturer’s full lineup of radio and 
TV shows will reiterate the theme. 


In the revised approach the 
“scientific tests” story is relegated 
to the body of the copy, while 
“rough puff” drops out entirely. 
“L.S./M.F.T.” remains as a 
secondary theme in the drive, 
which is under the direction of 
Albert R. Stevens, advertising 
manager of American Tobacco. 

Batten, Barton, Durstine & Os- 
born is the agency. 
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‘1 Can Get It Wholesale’... 


Bargain Hunters Find 
Ways to Buy for Less 


Prices Rising 
for Newsprint 
and Book Paper 


$200 a Ton Quoted on 
Newsprint, $180 and Up 
Asked for Book Stock 


New York, Aug. 17—Despite 
disarming statements by paper 
trade association officials that 
current production of book paper 
and newsprint is adequate, scare 
buying continued to boost prices 
for both types of paper last week. 

In the newsprint market, prices 
continue to climb. A quotation of 
$200 a ton was made during the 
past week on spot delivery on 300 
tons, This is 100% higher than the 
official contract price of $100, and 
approaches the level reached dur- 
ing the period of curtailed supply 
in the recent war years. 


a Spot delivery quotations on 
book stock vary from $180 a ton 
up depending on the supplier and 
the quantity sought. Present con- 
tract prices, paper merchants say, 
average about $170 to $175 a ton 
on 60-lb. coated stock, or roughly 
about 7% above first quarter quo- 
tations. 

Dr. L. T. Stevenson, economist 
of the American Paper & Pulp 
Assn., told AA that statistical re- 
cords indicate that consumption 

(Continued on Page 57 ) 


Last Minute News Flashes 
Bymart to Use TV, Magazines, Newspapers 


New York, Aug. 18—Bymart Inc., newly organized to produce and 
distribute a new type of hair coloring, known as Tintair (AA, Aug. 7), 
has appointed Cecil & Presbrey to break advertising Oct. 18 with a 
weekly network TV show over CBS which will present a different 
drama Wednesdays at 9:30 with a different cast each week. The show 
will be kinescoped over additional stations not on the cable. In addition, 
a radio sequence show is being planned. Full color pages will run in 
October issues of Harper’s Bazaar, Mademoiselle and Vogue, and three 
back covers starting in October will be used in The American Weekly. 
Newspaper copy testing ads will start in October also in selected cities. 


‘Ebony’ to Launch ‘Tan Confessions’ 

CuicaGo, Aug. 18—Tan Confessions, a new 25¢ magazine for Negroes, 
will hit newsstands in mid-October. As a build-up for its latest ven- 
ture, Johnson Publishing Co., publisher of Ebony, will use full-page 
ads in newspapers and business papers through Allan Marin & Asso- 
ciates. A heavy schedule also will be used in Negro newspapers. The 
magazine’s basic rate will be $600 per b&w page, with a guaranteed 


circulation of 200,000. 


Miller Named Publisher of Canterbury Press 


Cuicaco, Aug. 18—George Miller has been named publisher of Can- 
terbury Press here, which publishes six export business papers, 
five of them in Spanish—Bebidas, Beverages, Elaboraciones y En- 
vases, Radio y Articulos Electricos, La Tienda and La. Farmacia Mod- 
erna, Mr. Miller has been advertising and business manager of Can- 
terbury since 1942. He was formerly vice-president of Crofton Lane 
Publishing Co., and prior to that was with Export Manual Publishing 


Co, and Deco Export Co. He will co! 
New York. s 


ntinue to make his headquarters in 


(Additional News Flashes on Page 61) 


Survey of 11 Cities 
Shows Discount Buying 
Is Firmly Entrenched 


By Bruce BRADWAY 

Cuicaco, Aug. 16—The I-can- 
get-it-for-you-wholesale idea is 
firmly rooted in the minds of 
American consumers. 

Despite unpleasant experiences 
with discount purchases, despite 
warnings from trade associations 
and business groups that “whole- 
sale” buying is unethical or a 
threat to the distribution process, 
Americans continue to seek—and 
find—*special buys.” 

Accurate estimates of the vol- 
ume of consumer goods diverted 
from normal distribution channels 
probably never will be compiled, 
primarily because respondents in 
a survey frequently forget about 
former “discount” purchases or 
are unwilling to discuss them for 
fear of injuring their sources of 
supply. 


s But there can be no doubt that 
the volume of discount buying is 
impressive. 

To get some idea of the extent 
of wholesale buying, AA asked its 
staff correspondents in 11 major 
cities across the country to inter- 
view 12 persons each. The 11 cities 
checked were New York, Philadel- 
phia, Washington, Cleveland, Cin- 
cinnati, Chicago, Minneapolis, St. 
Louis, Dallas, Seattle and Los An- 
geles. 

The respondents, selected at ran- 
dom, were questioned about the 
types of goods they bought at a 
discount, the manner in which they 
made their purchases and the “sav- 
ings” over normal retail prices. 

AA found that the 132 persons 
interviewed have purchased every- 
thing from furniture, appliances, 
automobiles, TV sets and jewelry 
to power lawnmowers, outboard 
motors and golf clubs at a dis- 
count. 


m The types of merchandise 
bought at less-than-list included 
liquor, building materials, gas and 
oil furnaces, toys, kitchen utensils, 
silverware, soap powder, bicycles, 
eyeglasses, hardware and pretzels. 

Among the bizarre discount pur- 
chases were a rubber swimming 
pool, a set of umbrellas, a Fuller 
brush, a case of sardines and den- 
tal services. 

Bargain hunters have found 
methods for purchasing almost 
every conceivable type of product 
or service at a discount. 

Not all of the 132 respondents 
have been able to work out a 
“deal,” of course. But of that num- 
ber, 34 have purchased “big ticket” 
appliances (refrigerators, ranges, 
washers, ironers, freezers, etc). 
Most of the 34, incidentally, have 
purchased more than one major 
appliance at a discount. 


a Thirty-seven of the respondents 

said that they had bought one or 

more (usually more) smaller elec- 
(Continued on Page 48) 
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Newsprint Shortages Not Serious; | 
No Need to Cut Ad Programs, Says ANPA 


New York, Aug. 15-—Present 
newsprint shortages are not ser- 
ious enough to warrant any cur- 
tailment in advertising programs, 
according to an announcement by 
the American Newspaper Publish- 
ers Assn. 

The announcement came in the 
form of a letter from Cranston 
Williams, general manager of the 
ANPA, to Maurice Sculfort, space 
buyer for Compton Advertising. 
The letter was in reply to an 
inquiry directed to the Bureau 
of Advertising, ANPA, concern- 
ing newspapers’ capacity to take 
national advertising contracts in 
view of “rumors of curtailment of 
newsprint supplies.” 

Mr. Williams said national ad- 
vertisers and their agencies need 
find “nothing in the situation to- 
day” to question the ability of 
newspapers to carry all the ad- 
vertising given them. He admitted 
that there might be an occasional 


exception, and said: 


a “While we are having record 
consumption figures, we also are 
having record newsprint produc- 
tion, and plans are being executed 
to provide a still larger supply. 

“Of course, you are aware that 
should any situation arise affect- 
ing our nation’s interest that justi- 
fies rationing of commodities, in- 
cluding newsprint, the amount of 
newsprint consumed under such 
regulation would be controlled by 
the government, and that is a mat- 
ter over which the individual 
newspaper publisher would have 
no control. But I want to empha- 
size that nothing in the present 
supply and demand picture justi- 
fies an agency or an advertiser to 
curtail newspaper advertising or 
worry about the ability of newspa- 
pers to handle business which may 
be offered.” 


Mr. Williams stressed that cur- 


rent requests for option dates 
should not be viewed with alarm 
and explained: 

“This leeway in insertion dates 
frequently eliminates the need for 
a newspaper to jump two or four 
pages just to carry one particular 
ad. For that reason I know you 
will agree that a request for op- 
tional dates by a newspaper should 
not be construed as any alarm 
over its ability to carry all of the 
advertising that is offered.” 


To Air ‘High Lite Revue’ 

Miller Brewing Co., Milwaukee, 
will sponsor “High Life Revue,” 
starting Oct. 4 over ABC. The new 
show, featuring Lawrence Welk 
and his orchestra, will be heard 
from 9 to 9:30 p.m., CST. Math- 
isson & Associates, Milwaukee, is 
the agency. 


Camillus to Barlow Agency 
Camillus Cutlery Co., Camillus, 
N. Y., has selected Barlow Adver- 
tising Agency, Syracuse, N. Y., to 
handle advertising and merchan- 
dising. Wilson, Haight & Welch 
formerly serviced the account. 


IMPACT to sales 


IN OHIO’S $2 BILLION “LOCAL” MARKET 
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The Ohio Select List home-town market contributes more than 2 billion dol- 
lars of the approximately 3 billion in retail sales outside metropolitan areas 
— (60 out of 88 counties) over 1,700,000 daily readers—a market far 
greater than in over 30 states! 


@ Ohio is different from all other states — in that it is a self-c 


wealth from its own natural resources, agriculture and industry. 


@ The market represented by the Ohio Select List can onl 


“local” newspapers. 


REPRESENTED 


JOHN W. CULLEN CO 


WRITE NOW FOR COMPLETE MARKET DATA 


‘ontained unit deriving 


y be reached through their 


1319 Terminal Tower, Cleveland, 0. 
* Chicago » New York + Cincinnati 


UNVEILING—Continuing its 25-year-old 
famous customers, National Folding Box 
New Haven plant 


Box Maker Uses Big 
Display to Promote 


Customers’ Products 


New Haven, Conn., Aug. 16— 
National Folding Box Co. here be- 
lieves that one way to publicize 
your own business is to publicize 
the products of your well-known 
customers. 

National has erected a giant new 
display, 132 feet long and 25 feet 
high, atop one of its ware- 
houses. It features a 25-foot high 
reproduction of a box, and a pan- 
el, 5 feet high and 108 feet long, 
showing the name of the company 
for whom the box is being made. 
Also on the display is a huge red 
neon arrow and a slogan reading 
“Yes, National Makes This Box!” 

Colgate-Palmolive-Peet’s dental’ 
ribbon cream box is being featured 
currently, and will be followed at 
60-day intervals by packages of 
other well-known manufacturers 
which are furnished by National. 

The display is illuminated at 
night, both by fluorescent neon 
and by floodlights, and is visible to 
persons passing on the main line 
of the New York, New Haven & 
Hartford Railroad and on two 
ar.erial highways. 

National’s new display replaces 
a similar one, erected some 25 
years ago, which had been exam- 
ined earlier this year and was 
found in need of considerable 
service work. United Advertising 
Corp., New York, which built the 
original display, was called in to 


Advertising Age, August 21, Tam 


program of promoting the products of 
Co. unveiled this new spectacular at its 
early this month. 


Quinlan to Use TV, 
Radio in Reading 
Pretzel Campaign 


PHILADELPHIA, Aug. 16—Quinlan 
Pretzel Co. has inaugurated a 
large scale ad campaign in the 
Philadelphia market to promote 
its famous Reading butter pretzels, 

The initial portion of the cam- 
paign will be on radio and televi- 
sion, supported by point of pur- 
chase dealer helps. A special child 
appeal will be used on these media, 
even to the placing of special tele- 
vision spots. 

For home purposes, radio is be- 
ing used with an appeal towards 
women on the Creighton Stewart 
“For Women Only” show on 
WCAU every weekday. 

Television spots have been lo- 
cated on a participating basis on 
the WCAU-TV “Ghost Rider” 
western show seen each weekday. 
In September, the Quinlan com- 
pany will present a premium of- 
fer for youngsters with comic book 
giveaways. 

Lynn Fieldhouse Co. is the agen- 
cy. 


Wildroot Replaces Spade 
Wildroot Co., Buffalo, will drop 
“Sam Spade,” whose program is 
now broadcast Sundays at 8 p. m., 
EDT, over NBC, after the broad- 
cast of Sept. 17. As a replacement 
the company has selected another 
mystery, “Cloak and Dagger,” to 
be aired over the same network 
Sundays at 5:30 p. m., EDT. Bat- 
ten, Barton, Durstine & Osborn is 


construct the new one. 


the agency. 


Never loafs 


on the job! 


CONTINUITY. Day and night, day in. 
and week out, West’s action dis- 
play features slices of bread falling 
on a plate. Outdoor Advertising 
will repeat your message in a sim- 
ilar eye-catching way. And you’ll 
reach your market at the best 


1950 


1925 Silver Anniversary Year 


possible time: when folks are on 
their way to buy. General Outdoor 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 


leading cities 
and towns 
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How to spend money 
in Colorado-Wyoming 


Ever think of a Colorado-Wyoming vacation? 

Before you take off, chances are you'll carefully plan 
every day and every hour . . . and before you take off, 
you'll know where you're going to spend every dollar of 
that vacation budget. 

Before your client “takes off” to sell the Colorado-Wyo- 
ming market, you'll want to plan every day and every 
hour of his schedule . . . and you'll want to spend every 


dollar of his budget to accomplish results . . . sales. 


There is only one source available that offers you the 
complete story of radio listening in Colorado-Wyoming. 
It’s the recently-released COLORADO-W YOMING 
DIARY STUDY, a gold mine of bountiful facts for the 
progressive time-buyer. Program-by-program the COLO. 
RADO-WYOMING DIARY STUDY shows the complete 
two-state audience and its characteristics by location, 


economic status, sex and age. You can’t afford to be with- 


out it. May we send you a copy? 


d by NB » SAN FRANCISCO 
Represente’ + CLEVELAND * — 
NEW yorRK . cH 
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New Haven Road 
Dismisses Ad, 
PR Executive 


Ad Schedules Cut; 
Disagreement Over 
Policy Causes Rift 


Boston, Aug. 17—The New 
York, New Haven & Hartford 
Railroad, which has had four ad- 
vertising agencies in the last four 
years, last week fired Herbert L. 


QUALITY...SPEED...ECONOMY 


ANGST WHS 


Te AMERICAN LABEL CO. 


Baldwin from his post as assist- 
ant vice-president in charge of 
public relations and advertising 
for Massachusetts and Rhode Is- 
land. 

Mr. Baldwin told reporters he 
had been informed by the man- 
agement that his dismissal resulted 
from its disapproval of his “meth- 
ods and handling.” 

Mr. Baldwin said he had been 
ordered to cancel all newspaper, 
radio, outdoor and other media ad- 
vertising. Since shortly after the 
first of the year, he added, the 
road had “curtailed all but a sem- 
blance of its other efforts in other 
generally accepted forms of selling 
and promotional service.” 

“I have disagreed sharply with 
this policy,” Mr. Baldwin said. “I 
have also consistently insisted that 
a public service corporation, es- 
pecially a railroad, should main- 
tain a policy of complete frankness 
with the public and the newspa- 
pers in the territory it serves. 


a “In some 18 years of work in the 
railroad public relations field in 


New England with the Boston & 
Maine Railroad, the Maine Cen- 
tral Railroad and, up to this year, 
with the New Haven Railroad, I 
have been allowed to follow that 
policy. I was not willing to depart 
from it.” Mr. Baldwin was named 
assistant vice-president of the New 
Haven on Dec. 1, 1948. 

Meanwhile, in New York, AA 
was told that the railroad is not 
doing as much advertising this 
year as last. (In 1949, the road 
spent $154,521 in newspaper adver- 
tising. During the first half of 
1946 it announced that it expected 
to spend $500,000 during the year 
for advertising in all media.) 

Spokesmen for the railroad in 
New York said the company was 
not canceling its advertising and 
pointed out it was placing excur- 
sion copy every month in upstate 
New York and Connecticut pa- 
pers, running a “small campaign” 
in metropolitan papers for its 
Montrealer, and using spot radio 
advertising. 

The advertising agencies which 
the New York, New Haven & Hart- 


ford has used since 1946 are Wen- 
dell P. Colton Co., Walter Weir 
Inc., Kelly, Nason Inc., and St. 
Georges & Keyes, all of New York. 
The latter agency has had the ac- 
count since March 1, 1949. 

Mr. Baldwin’s dismissal was one 
of several changes in department 
heads made by the road since the 
resignation last December of Pres- 
ident Laurence F. Whittemore. On 
the day following Mr. Baldwin’s 
dismissal, the railroad, now headed 
by Frederic C. Dumaine, president 
and chairman of the board, an- 
nounced that Arthur F. Stinson, 
treasurer, is no longer associated 
with the company. 

Succeeding Mr. Baldwin, accord- 
ing to one New Haven official, is 
Leo P. Kenneally, former Provi- 
dence newspaper man. 


D’Arrigo to Ingalls-Miniter 


D’Arrigo Bros. Co., Boston, 
grower and distributor of Andy 
Boy celery, broccoli and chef’s 
salad, has placed its national ad- 
vertising with Ingalls-Miniter Co., 
Boston. 
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INSTITUTIONS: FIELD 


MASS 


valid AND 


MASS HOUSING... 


F you are seeking a market of large proportions that has 

proven consistently stable through all eventualities, that 

market is the field served by INSTITUTIONS MAGAZINE 
and INSTITUTIONS CATALOG DIRECTORY. 

Here is a market that is both large in numbers and large 

in stature. It is a market of genuinely large consumers that 

not only offers you unlimited sales opportunities now, but 


is rapidly growing larger. 


If your product has an application of any kind to this 
mass feeding, mass housing field, you will recognize in each 
type of institution listed below a large potential prospect 


for this product. 


© Procurement offices in: 


Naval Supply Depots 
Air Force Pav iisies 
Shipyards 

Ordnance Depots 
Coast Guard 


Arsenals 
Armories 
Federal Works A 


Housing Authority 
State Institutions 
© Utilities 


© Industrial Feeding 
© Hospitals 


Quevteemacters Corps 


Atomic Energy Commission 
U. S. Maritime Commission 


Veterans Administration 


. am. Municipal and 


© Hotels 
© Restaurants and Cafeterias 
* Schools 

© Colleges and Universities 
. 


Jobbers, Dealers and 
Distributors 


Steamship Lines and 
Shipyards 


Railway Systems 
Airlines 
Office and Public Buildings 


City and Country Clubs 
Architects, Engineers, 
Decorators and Designers 
@ Other Institutions 


eeeeeet 


The above list is constantly expanding. As the need arises, additional 
classifications will be added. 
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YMCA's, YWCA's and YMHA's 


ET! 


Note especially that, in addition to commercial and ci- 
vilian institutions, the procurement offices of virtually all 
types of government institutions and agencies are included. 

Without question your most direct approach to this mar- 
ket is through the advertising pages of INSTITUTIONS 
MAGAZINE and INSTITUTIONS CATALOG DIRECTORY. 
Only through these two publications can you reach... most 
effectively and economically . . . the principal buying and 
specifying personnel in these various institutions. 

If you are not already familiar with these publications 
and how they can assist you in your marketing problems. 


write direct or... 


CONSULT YOUR 


CATALOG DIRECTORY | 
a 


TSE =Apverrisinc AGENCY 


INSTITUTIONS MAGAZINE and INSTITUTIONS CATALOG DIREC- 


TORY reach the key buyin and 5 ecifyi in fosters | in the following in- 


stitutions which make up + 


Advertising Age, August ZI, 


‘Cosmo’ Expanding 
25¢ Introductory 


Newsstand Price 


New York, Aug. _ i 
itan will be priced at 25¢ a 
for readers who buy from newp 
stands in 25 eastern, southern, be 


central states as a “get acquain 
promotion during September, 9 

Harry M. Dunlap, publisher, 
that the special offer will not 
fect the magazine’s regular * 
single-copy price. } 

Copies of the issue distributed 
newsstand dealers will have 
gummed sticker displaying 
news, “Special price for this j 
only ...25¢.” The issue will go@ 
sale Aug. 30. 

Cosmopolitan embarked on th 
introductory offer after a 
during July and August in ten 
cities. 

Referring to the offer as a mem 
chandising device, Mr. Dunlap 
said: 

“The 25¢ price at which th 
September Cosmopolitan will he 
offered to newsstand buyers @ 
metropolitan centers in 25 state 
represents nothing more than the 
application to magazine retailing 
of the tried and true ‘paid sam 
pling’ regularly employed 
branded product manufacturerg? 


‘Pittsburgh Courier’ 
Changes Name, Adds 


2 National Sections — 


New York, Aug. 16—With if 
issue of Saturday, Aug. 19, the 
weekly Pittsburgh Courier will of 
fer an eight-page comics section 
in color and a 16-page magazine 
section as supplements to its rege 
ular news section, which range 
from 16 to 24 pages. The Negro 
paper will sell for the same pricé, 
15¢. 

Both sections, it was announced 
at a luncheon here today, will be 
distributed nationally in the Coufs 
ier’s 13 editions, which have @ 
combined circulation of 308,559, 
Comics section ad rate will be 
$1,176 for one page, while the 
magazine will get $1,085 per b&w 
page. Spot color in the magazine 
will be 20% extra. 

The paper, it was also announé® 
ed, is dropping Pittsburgh from 
its title and will be know as thé 
Courier, “America’s Best Weekly? 
Officials said the present Satum 
day dateline soon will be dropped 
and replaced by a Sunday pub 
lication date. i 


Luckman Starts Over: ) 
Becomes Architect 
Charles Luckman, the 


wonder” and until last cae 
president of Lever Bros. Co., a 
returned to the architectural fi 
for which he was trained in 
lege. Mr. Luckman has become® 
partner of William Pereira, @ 
classmate in engineering and 
chitecture at the University @ 
Illinois. The company will 
known as Pereira & Luckman, 
chitects and engineers, with he 
quarters in Los Angeles. Mr. Per 
eira has designed numerous buil@ 
ings in many parts of the count 
Mr. Luckman, unable to find 
job as an architect during the d@ 
pression, started as a soap salem 
man at 21 with Colgate-Palmoliv® 
Peet Co. In 1935 he switched to 
then independent Pepsodent 
and became its president in 19% 
Lever absorbed Pepsodent in 18 
and Mr. Luckman in May, 19 
became Lever’s president. 


Suspends Publication 


The Strafford Star, Dover, N. 
three-month old daily newspapé 
has been suspended “pending a 
organization.” Leonard V. Findé { 
publisher, announced plans 
being made to redesign the pap 
The newspaper plant will be 
by the Army Times Publishif 
Co., Washington. 
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their enthusiasts 
Comics Magazines are 
virtually legal 

tender, get read and 
passed along until 
virtually worn out. 
Thus, Comics Magazine 
advertising is hard 

at work around the 
calendar 365 days of 
the year, with a 
longer life than 

any other newsstand 
publication. 
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ational 
Comics 


Croup 


Represented by 

Richard A. Feldon & Co., Inc. 
205 East 42nd Street 

New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Durkee Appoints Atkinson 

George F. Atkinson has been ap- 
pointed general manager of the 
Durkee Famous Foods division of 
Glidden Co., Cleveland. He was 
formerly assistant to the presi- 
dent, Dwight P. Joyce. 


Appoints Dorland Agency 
Dorland Inc., New York, has 
been named to handle the adver- 
tising of General Acceptance Corp., 
its subsidiaries and affiliated or- 
ganizations, effective Sept. 1. 


SIGHS OF LONG LIFE’ 
FOR QUANTITY BUVERS 
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Oil Industry Finds 
Fair Exhibit Good 
Public Relations 


Cuicaco, Aug. 17—The oil in- 
dustry apparently has “struck it 
rich” in good public relations with 
its Oil Industry Service Center at 
the Chicago Fair of 1950. 

The center is sponsored both by 
major oil companies and by many 
independents operating in the Chi- 
cago area, and has attracted more 
than 350,000 visitors to date, ac- 
cording to industry spokesmen. 

Except for the murals and ex- 
hibits depicting the development 
of the oil industry in the U. &., 
the center is devoted to making 
visitors to the fair more comfort- 


able. Lounges, restrooms and pic- 
nic grounds are available to the 
public, and attendants are avail- 
able to answer questions concern- 
ing the exhibits or any other phase 
of the oil industry. 


se Attendants report, surprisingly, 
that as yet they have not been 
asked questions about whether the 
oil industry is a monopoly, or 
whether big companies actually 
get together and fix prices. 

There have been an unusual 
number of questions concerning 
the technical aspects of the in- 
dustry, according to Paul King, 
manager of the service center. 
People desiring such information 


-are referred to the Oil Industry 


Information Committee in New 
York, to be answered by qualified 


technicians. 

More than 150,000 pieces of lit- 
erature prepared by the OIIC have 
been distributed since the fair 
opened on June 24. Some 15,000 
road maps also have been distrib- 
uted, and thousands of visitors 
have witnessed industry films 
shown in the center’s 48-seat thea- 
ter. 


Two Appoint Katz Agency 
Sportco Products, Philadelphia, 
manufacturer of model airplane 
fuels, lubricants and supplies, has 
placed its advertising with Ben- 
jamin Katz Advertising, Phila- 
delphia. Magazines, trade publica- 
tions and direct mail will used. 
The agency also has been named 
by Motor Buckboard Co. of Amer- 
ica, Ardmore, Pa., maker of a new 
four-wheel pleasure vehicle. 


“They spend the most 


where the most 1s spent” 


Copyright 1948 


The New Yorker Magazine, Inc. 


Over 82% of THE NEW YORKER’S circulation is concentrated in the areas in which all 


U. S. Television Stations are located. Repeated checking of charge accounts shows 


NEW YORKER subscribers to be among the best customers of the best stores in these tele- 


vision areas. Readers of THE NEW YORKER, a 
magazine devoted to entertainment, are among 
the first to buy the things that make life more 
interesting. They are not afraid of price tags. 


They spend the most where the most is spent: 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 


NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 
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Ideal Moves Into 
Sponsored Film 


Distribution 


Cuicaco, Aug. 16—Ideal Pict 
Corp., a subsidiary of Esquire Ip 
has announced its entry into ¢ 
sponsored film distribution byg 
ness. It has been a leading factor; 
the distribution of 16mm. rent 
films. 

A. L. Blinder, president of Id 
Said that the new service will 
clude the complete package, 
cluding securing bookings thro 
promotion; servicing and distri 
tion, or distribution and servicf 
alone for companies which prefey 
to make their own bookings. 

Among film sponsors who 
appointed Ideal as their distribute 
are Longines-Wittnauer Watd 
Co., American Bakers’ Assn., Wes 
inghouse Electric Corp., Py 
American Airways, Sports Afield, 
and National Conference of Chris. 
tians and Jews. 


s Ideal Film Corporation, a 3. 
year old enterprise, was taken 
over by Esquire Inc. early lag 
year. Since then its facilities have 
been expanded by the establish. 
ment of eight additional brane) 
offices, giving the company , 
total of 26. By cutting down 
transportation time, the company 
points out, more showings of a film 
may be arranged within a given 
period. 

An ambitious program of pro 
motion has been’ undertaken, 
through publication advertising 
and direct mail, to stimulate both 
rental film business and the dis- 
tribution of sponsored films 
Lunch-hour showings of indus- 
trial movies to manufacturing 
companies have been greatly ex- 
panded as part of the sponsored 
film program. 

Ideal estimates that there are 
160,000 16 mm. projectors in use, 
owned by 120,000 companies and 
institutions, and that 105,000 of 
these are on its promotion list. As 
a result, it feels that it is in a posi- 
tion to provide the broadest pos- 
sible coverage of the national mar- 
ket for owners of both rental and 
sponsored films. 


Fred Hatch Named V. P. 

Fred J. Hatch, who for the past 
five years has been in charge o 
the Baltimore office of MacManus, 
John & Adams, has been named 4 
vice-president of the agency. He 
will make his headquarters in De 
troit and will serve as account ex- 
ecutive assigned to the Timken- 
Detroit Axle Co. account. W. R 
Guersey, in the Baltimore office, 
has been appointed to succeed Mr. 
Hatch. 


Northwest Promotes Talbot 

B. J. Talbot, formerly in charge 
of Northwest Airlines’ Philippine 
sales office, has been named Eure 
pean director for the airlines. He 
will make his headquarters in Lon- 
don. Mr. Talbot succeeds K. D. Me- 
Kenzie, who has been named mal- 
ager of the newly created eastem 
region. 


— 


SPEED-UP yo 


account Executive progress. 
Take my Mark Wiseman 
course beginning Sept. 19 
5:30 to 7 twice weekly. For 
information write Mark or 
me at 106 East 31 St., 
New York, or phone 
OR-9-5159 
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7 New light 7 the Size y9, PRA sTocness 
of the C. hicago market for groceries— 
Chicago Tribune now | 
| leads the world in 
eneral Grocery 


- Advertising Linage 


he past 
arge of 
Manus, 
med TEN LEADING NEWSPAPERS IN oan Aemnpaents aeenine ateaante te yee 
| De opportunities today in the multi-billion dollar 
inte GENERAL GROCERY ADVERTISING Chicago market? 
imken 

Ww. During the first six months of 1950, the size and 
ae RANK NEWS PAPER LINES responsiveness of the Chicago market for grocery store 

products attracted to the Chicago Tribune the largest volume 

ot 1 CHICAGO TRIBUNE | 143 14] of general grocery advertising linage placed in any 
charg ’ ’ publication in the world. 

ipp 
| Euro- ‘ . , As the climax to a long-term trend, the Chicago Tribune’s 
oe 2 Philadelphia Bulletin 1,116,509 total of 1,143,747 lines of general grocery advertising 
| : led the next ranking Philadelphia Bulletin by 27,238 lines 
saan 3 = Milwaukee Journal 1,073,058 and the third-place Milwaukee Journal by 70,689 lines. 
— . Chicago’s Number 1 medium for years, the Tribune during 

yes 4 Los Angeles Times 1,028,456 the first six months of this year led the next Chicago 
ress. . newspaper in general grocery advertising by 213,795 
nan 5 Detroit News 1,014,494 | lines, or 23.0% . 
_ a ‘ 
For , To sell more today—and to build a strong consumer 
k or 6 P ittsburgh Press 985,107 franchise for the future—build your Chicago advertising 
ay d the Chicago Tribune—world leader 

. . program aroun B' 

: 7 Chicago Daily News 929,952 in general grocery advertising volume. 
, 8 Minneapolis Star & Tribune 911,945 C HI ? AG O TRIBUN E 
y 9 Washington Star 901,834 THE WORLD’S GREATEST NEWSPAPER 

, i0 Indianapolis Star 880,110 posed ended March 31, 1980: Daily, 923,817--Sunday, 1.575.465 

} gy LL ggg hey og hE A - . sa gy me pee ae | Chicago 11; 
Gonna nie Ressete— Fires Gin Mentha, SSD Detroit 28. i trick & Chanbestin 155 Roateumery 3 St., San Donasians 4, also, 
he lh oe MAI HA ’cnour AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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JACOB L. ISAACS 


La Crescenta, CAL., Aug. 16— 
Jacob L. Isaacs, 61, former adver- 
tising salesman for the St. Louis 
Post-Dispatch, died here Aug. 11 
of a heart attack. He was a mem- 
ber of the newspaper’s ad staff 
from 1922 until his retirement in 
1945. 


EDWARD P. SHURICK 


MINNEAPOLIS, Aug. 16—Edward 
P. Shurick, 60, a native of Min- 


neapolis and former manager of 
KSTP and WDGY, died Aug. 11 in 
Sunflower, Kan., where he had 
lived the past 10 years. He built 
the new WLOL studios before ill- 
ness forced him to retire. 


WALTER W. STOUFFER 
LOovISVILLE, Aug. 16—Walter W. 
Stouffer, former business manager 
of the old Evening Post and the 
Herald-Post, died last week. He 
joined the Post at the age of 17 


and continued with the paper until 
its consolidation with the Herald. 


GEORGE R. SPOERER 
Cuicaco, Aug. 17—George R. 
Spoerer, 47, assistant circulation 
manager of Popular Science 
Monthly and Outdoor Life, New 
York, died here suddenly yester- 
day while on his vacation. Before 
joining Popular Science Publishing 
Co. in 1943 he had been a copy- 
writer with William H. Wise & 


Co., New York book publisher. He 
was a native of Chicago but had 
spent most of his mature years in 
the East. 


JOHN W. DANEK 

Cuicaco, Aug. 16—John W. Dan- 
ek, 45, vice-president of Sterling 
Typesetting Co., died today at his 
home in Riverside, Ill. He was for- 
merly owner of Danek & Co., 
typesetting plant, which merged 
with Sterling three years ago. 


ANCHOR MEDIUM 


Last year 174,617 new 


passenger automobiles were sold 


in the ever growing Los Angeles market. 


Over 62 per cent of these 


cars were bought by residents of the 


A.B.C. 


City Zone — that vital, 


salesful zone where the Herald-Express 


reaches thousands upon thousands more 


families than any other daily. 


It’s your medium for more sales! 


<x npets HERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


INC. 
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Pulse's Roslow 
Rejects Rating 
Test Committee 


(Continued from Page 1) 

“The committee is balanced be. 
tween buyers and sellers of Lroad. 
cast time and its personne] com. 
bine through knowledge of re. 
search techniques and problems 
with the seasoned approach of top 
management. I congratulate KJBs 
on its wisdom of choice and ag. 
gressive action and look forward 
to constructive resolution of this 
problem, ” he said. 

The nature of Dr. Roslow’s 
complaint was indicated in an 
Aug. 3 letter to KJBS concerning 
the arrangements for the commit. 
tee. At that time he said: 

“ You seem to confront me with 
a ‘fait accompli.’ How was this 
committee chosen? Did you invite 
them? Did they volunteer? I be. 
lieve that the proper prodecure jis 
for you to meet with Hooper and 
myself in New York and to review 
the possible suggestions for a com- 
mittee, and then invite those ac- 
ceptable to us to serve. 

“Please understand that I do not 
have any personal feeling about 
the four men mentioned in your 
letter. The issue involves proced- 
ure and the terms. of my accept- 
ance. 


e “First, your originally proposed 
committee was to include a Pulse 
subscriber and a Hooper subscrib- 
er. I don’t see any Pulse subscriber 
in this list. 

“Secondly, by research people 
I mean those who are doing radio 
research day by day as their job, 
rather than those who use the end 
product of radio research.” 

The San Francisco station’s pro- 
posal has created a great deal of 
interest in research circles. A. C. 
Nielsen (AA, July 31) wrote 
KJBS that the test “will not pro- 
vide data of any practical import- 
ance or value” and advocated an- 
other method. He suggested that 
the test (with Nielsen included) 
be conducted in Chicago or New 
York, where there are sufficient 
Nielsen Audimeters for the pur- 
pose, and that Hooper and Pulse 
measurements be compared with 
Nielsen Radio Index measurements 
to see which “comes closer to giv- 
ing a true measurement of the tot- 
al audience reached by each sta- 
tion.” 


Diamond Crystal Offers 
Apron-Bag Premium 


Diamond Crystal Salt division 
of General Foods Corp., St. Clair, 
Mich., has launched a premium of- 
fer of a clothespin apron-bag in 
newspapers, national magazines 
and on the radio. With a capacity 
for holding 200 clothespins, the 
bag is available for 25¢ and the 
spout seal from a package of Dia- 
mond Crystal shaker salt. 

General Foods has distribut 
bin backers which hold a sample 
apron-bag and coupons to grocers 
as display material. Benton & 
Bowles, New York, handles the ac- 
count. . 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door ing — better know? 
as DIRECT SELLING —is building 
gone sane quictly for many man 

ers. It may be your answer 
dwindling volume, vanishing p 


and cut-throat com 
dion. Disect lling is fully r expla 
in fascinating booklet—mail 


Please write on your letterhead. 
OPPORTUNITY MAGAZINE 


Dept. A-28, 28 E. Jackson BI., Chicago4, lll. 


| 


ee! Ce eee SNe Se eel a ee ft ee , oe eh Te ei | Sines ite aia ¥ . if ‘ 
fe 8 ee 
2 ee 
zi 
bas 
ie | 
ve ! | | 
00g. ec aTTT————————————_—————————————————— 
A / 
‘ . ‘ Gre age vee ier 
, 
a 
= 
‘ 
; ee 
ia 
re 
a a 
3 
z 
‘ 
: OO —“C:sSCSC“‘CNCNCNC:C(‘(#@G 
20, eee ae ms eeene aes en Sy ae Ea ae i‘ Re i ce ee 2 eu has = let eee ‘ ees Sa - : 4 % eee ‘ = 
re ns ie ge) oe ee eee, : eee ip Agree ker “ ; E aeuah ee ae Pe pa ee Nee ee a nk ete 
ee ee ae poe aia i : 5 Kofta ee ak rte ‘icra Pg lay Cer yaaa Es win (moe oer Pre eae mer eee co ck a Ny leo age eee aceasta SERS: ke 
(Ae ee a ee ee ee ee ee pela acre” ee Oe ek ee Re oP Le Re ec PN eM hae ee eee at oe ek oe Fie MT) een ae ae cen te ry pee + oS Mn ee * ne er ; : 7 


’ Lhe Seti » Iudlust 
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1) 
< be. 
road. 
om FIXED ASSET OR FROZEN LIABILITY? 
oblems ad 
of top 
KJBS 
id ag- 
ward 
of this 
»slow’s “FE ad 
im: s ixed assets” are often not assets at all—but simply a monument to 
mmit- a “busted” company. Unwise investments in plant and equipment may 
° wi appear on the asset side of the balance sheet but in a very real practical 
1S 
invita sense represent a serious liability to an enterprise. 
sure is 
or and 
eview 
1 COMm- 
se ac- The manufacturer who sinks money in a plant designed around a 
do no particular process when his competitors are getting ready to abandon the 
about 
Your process is a ready example of this kind of folly. There is no sure way to avoid 
ro! a * “ . * bd 
ccept- such catastrophe. But I am convinced that the soundest “business decisions 
on capital investment are made today by the men who understand the impli- 
Puls cations of science and technology in their business. 
scrib- 
eriber 
— 6 
» An business is future”—and the men who are closest to the industrial 
ae development of the future are those who are helping to build it in the re- 
S pro- ° ° . . , . 
aa search and engineering laboratories. Progressive manufacturers realize this, 
onal and plan their capital expenditures around their best estimate as to what 
dame scientific developments will occur in the foreseeable future. For this 
~~ estimate—represented concretely in the design and selection of new proc- 
New esses and new equipment—they depend upon the scientific investigators 
a and engineers who are coming in increasing numbers into increasingly 
a responsible positions in our industrial organizations. 
ts 
> aire 
e tot- 
nh sta- 
A company 's financial position, its marketing program, its executive 
organization, its product—all these play a part in future planning. Wise 
Cla managements have learned, however, that the moving force which deter- 
a¢ mines whether today’s equipment can do tomorrow's job is the technical 
nett evolution of our system. 
r 
’ Dia- 
of ; ; 
_— Georges ZB. Dewtil 
ers 
me 
1e ac- 
e Georges F. Doriot is professor of industrial 
out management at the Harvard Graduate School of 
IR Business Administration. 


This series of advertisements is published by the only U. S. magazine which covers all of the sciences SCIENTIFIC 
in the interest of a wider understanding of the role of science in industry. Reprints upon request: AMERICAN 24 West 40th Street, New York 18, N. Y. 
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Radio Sales Names Three 


Radio Sales, radio-TV station 
representative division of Colum- 
bia Broadcasting System, has 
added three account executives 
to its New York staff. They are: 
John P. Altemus, formerly ad 
manager of Polo; Harvey Struth- 
ers, transferred from Radio Sales’ 
Chicago staff; and Gil Johnston, 
New York representative for 
WBBM, Chicago, in Radio Sales. 


Termini Forms Film Company 
Anthony A. Termini, formerly 


of Paramount Pictures, has set up 
his own film production company, 
Video Film Studios, at 58 W. 57th 
St., New York. He will specialize 
in educational and training films 
and television short subjects. 


British Account to Bennett 


Victor A. Bennett Co., New York, 
has been named to handle adver- 
tising and promotion in the U. S. 
for Fortnum & Mason Ltd., Lon- 
don, class food products, No 
American agency has had the ac- 
count since the ’30s. 


Donald Milestone Appointed 


Perfection Stove Co., Cleveland, 
has appointed Donald W. Milestone 
as export manager. He replaces L. 
B. Tuttle, who retired after 14 
years as head of Perfection’s ex- 
port division. 


Oster Appoints Douma 

George M. Douma, formerly 
sales manager of the electrical 
division of Nesco Inc., has been 
appointed sales manager of the 
electrical housewares division of 
John Oster Mfg. Co., Racine, Wis. 


Conventions 


*Indicates first listing in this column. 

Aug. 25-26. Newspaper Advertising 
Executives Assn. of the Carolinas, sum- 
mer meeting, Ocean Forest Hotel, Myrtle 
Beach, S. C. 

Sept. 4-6. Western Classified Advertis- 
ing Association conference, Klamath Falls, 
Ore. 

Sept. 7-8. Lithographers National As- 


Call a KXOK representative 
or your John Blair man today. 


rich St. Louis Market 


According to the 1949 BMB, KXOK’s audience 
is 10.2% greater, daytime — 9% greater, 
‘nighttime, than in 1946. An audience growth 
that exceeds all other St. Louis network stations. 
This, Mr. Advertiser, is a plus for KXOK 
clients . . . a plus not reflected in rates. Only 
minor revisions have been made in KXOK rates 
since May, 1948. KXOK rates are still based 

on listeners. KXOK rates still deliver the lowest 
cost-per-thousand listeners of any St. Louis 
network station. That’s why we say KXOK 
costs up to 20% less than in 1948. 
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sociation, annual convention, Ed gewate 
Beach Hotel, Chicago. 

Sept. 11-12. National Association of 
Magazine Publishers, 3lst annual meet. 
ing, Essex & Sussex, Spring Lake, N, j 

Sept. 11-12. Pennsylvania Newspape 
Publishers’ Association, annual classifieg 
advertising clinic, Penn Harris Hotel, Hay. 
risburg. 

Sept. 17-18. Midwest Newspaper Aq. 
vertising Executives Association, {qj 
meeting, President Hotel, Kansas City, 
Mo. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho. 
tel Statler, Boston. 

Sept. 18-21, Printing Industry of Amer. 
ica, annual convention, Palmer House 
Chicago. 

Sept. 24-27. Association of National Aq. 
vertisers, annual convention, Drake Ho. 
tel, Chicago. 

Sept. 24-28. Advertising Specialty Ng. 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chj. 
cago. 

Sept. 39-Oct. 3. Mail Advertising Sery. 
ice Association International, 29th ap. 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 3. Associated Third Class Maj 
Users, annual convention, Hotel Bedford, 
New York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man. 
agers’ Association of Eastern Canada, 
3rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 9-11. American Photoengravers 
Association, annual convention, Chalfonte- 
Haddon Hall, Atlantic City. 

*Oct. 12-25. Life Insurance Advertisers 
Association, annual convention, Clardige 
Hotel, Atlantic City. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Oct. 23-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 


Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Association, Edgewater Beach 
Hotel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Association, annual dis- 
play advertising conference, Penn Harris 
Hotel, Harrisburg. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


Who are the leading 
international advertisers 
and where do they advertise? 


New booklet names 939 international 
Reader's Digest advertisers, 
tells what and where they advertise. 
A copy is yours for the asking! 


@ Each year, the roster of adver- 
tisers in the international editions 
of Reader’s Digest has shown 4 
phenomenal growth. In 1949, there 
were 686. Today, there are 939. 


In the new booklet just published, 
“Leading International Advertisers of 
1950,” you'll find each of the 939 
Digest advertisers listed, along with 
the products they advertise and the 
editions they use. 


As many as twenty categories afe 
covered, from baby oils to calculating 
machines to cosmetics to tractors t0 
tooth brushes. You'll find, too, 44 actual 
examples of the unique pulling powef 
of the Digest, told in the words of the 
advertisers themselves. 


This booklet can help you in plat 
ning your international advertising 
campaign. Send for a copy of “Leading 
International Advertisers of 1950” to 
day. Write or call: Miss Maureen Mac 
Donald, Reader’s Digest International 
Editions, Inc., 8 West 40th St., New 
York 18, N. Y. LA 4-0900. 


More Readers... More Influence ..: 
More Buying Power 
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“Advertising Age 
is the Key 
Publication 

in my reading’ 
Says 


H. G. BLAKESLEE, Vice-President 
CORY CORPORATION 


“I make Advertising Age the key publication of my reading to keep abreast of developments in the ad- 
vertising field. I find it particularly helpful due to the fact that it is possible for me to get wide and 
detailed knowledge of exactly what is going on without the necessity of culling through long and in- 


volved editorial treatments of each subject. In other words, I like the newspaper style.” 


“Herb” Blakeslee was studying electrical engineering at Ohio State when the First World War came along to 
interrupt his career and make him a Second Lieutenant in the Aviation Engineering Corps. The next thing he 
knew, he had become General Superintendent of the Air Mail, successfully starting the coast to coast route which 
was later taken over by the United Air Lines. Once out of uniform, he held a number of sales positions, until he 
HERBERT G. BLAKESLEE happened to meet Harvey Cory, a retired Chicago businessman with a new idea for brewing coffee in glass. 
Combining their sales, executive, and engineering skills just two weeks after the banks closed in 1933, they formed 
what is now the Cory Corporation—and the rest is history. “Herb”, as vice-president and general manager, and a 
member of the board of directors, is one of the guiding lights in the business. He is married, and lives in Evanston, 


Illinois, with his wife and two children—a son and a daughter. 
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A Delicate Advertising Situation 


The other day an ApvVERTISING AGE subscriber sent The Creative 
Man a burning letter, urging him to comment editorially on a Kel- 
logg’s corn flakes ad about hoarding, which this advertising man 
thought was strictly phoney, and an “obvious attempt to create extra 
volume for the product.” 

The ad seemed innocuous enough to us, and not at all the sort of 
thing which called for condemnation. Yet the fact that the subscriber 
in question was “burned up” about it enough to write a letter to The 
Creative Man is extremely significant. 

It demonstrates graphically that scarcity and anti-hoarding adver- 
tising must be planned and written with the utmost caution and must 
be reviewed from every standpoint. 

We have no patience whatever with any advertiser who deliberately 
uses the times to run scarcity or anti-hoarding copy in an effort to 
pep up lagging sales, and we are pleased with the prompt action which 
has been taken by various media, by Better Business Bureaus and the 
like, to make certain that phony shortage advertising is held to a 
minimum. 

But the problem of “phony” advertising of this type is not as ser- 
ious as that of the legitimate advertiser who wants to tell a legiti- 
mate message about shortages, or about hoarding, to the public. By 
the very act of mentioning hoarding or shortages, he automatically 
reminds people of these conditions; and if his copy is carelessly or 
inconsiderately written, he may easily aggravate the situation he is 
trying to alleviate. 

One might argue, under such circumstances, that the less said 
about hoarding and shortages the better. But this seems to provide 
no answer, either, especially in view of the way word of mouth pro- 
motion, especially across retail sales counters, keeps on spreading the 
unwelcome and often untrue tidings. 

The best answer to shortages and hoarding, of course, is to prove 
that one is untrue and the other unnecessary by having plenty of 
stocks available for sale. When this is impossible, frank, honest and 
crystal-clear discussions with the public seem to be called for. 


The Client Wants a Change 


The switch of the Florida Citrus Commission account from Benton 
& Bowles, which had had it for seven years, to J. Walter Thompson 
Co., is no more our business than is the switch of any other account 
from one agency to another, and we do not propose to make it our 
business, except to illustrate a problem which is among the most 
frustrating in advertising. 

What actually caused the switch we do not know, and we have no 
comments to make on it. What does concern us, and what should con- 
cern everyone in advertising, were the published hints—particularly 
in various Florida newspapers and citrus industry newsletters—that 
partly, at least, the switch was made because of the citrus interests’ 
desire for “a change,” because “not all the brains are in one place, 
and it’s a good idea to get some fresh thinking once in a while,” and 
similar change-for-change-sake’s conversation. Whether this was 
actually the feeling of the commission, we of course do not know. 

It happens that an agency principal had told us, just a couple of 
days before, that his agency had lost an important account for the 
expressed reason that the president of the account thought it was 
“a good idea to change agencies every five years.” This agency man 
has made a careful note of the date of the change, and hopes on the 
fifth anniversary of his loss of the account to remind his erstwhile 
client that it is again time to make a change. 

This is ridiculous, of course, but it happens often enough to make 
the problem of clients who want “a change” one of the most frustrat- 
ing and most difficult in the business. 
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“They're box tops—! dread telling Henry the radio contest is over.” 


—KMBC Heartbeats 


What They're Saying 


Management Skill 
Is management skill born in a 


person or can it be acquired? 

I do not know whether there is 
any clear answer to that which 
can be substantiated with scientif- 
ic accuracy. We do know, how- 
ever: whether in the blood or ac- 
quired, it can be increased. The 
final degree of proficiency is de- 
pendent upon aptitude, training 
and experience. 

A natural golfer and an awk- 
ward hopeful may have widely 
different scores the first game they 
play, but each improves with help 
and practice. The natural golfer 
may come down from 120 to sub- 
par and the awkward one from 
180 to 90, but they both improve 
with training and experience, The 
executive who was not ‘born that 
way” may never equal the one 
who was, but 90 isn’t a bad score 
at golf. 

It is rather obvious that some- 
thing of the same situation pre- 
vails in management. No one ex- 
pects the young man who is just 
starting his business career to ex- 
hibit management skill compar- 
able to that of the seasoned execu- 
tive. If he has a natural talent, he 
will do better than those not so 
fortunately endowed, and he will 
also learn faster. But learn he 
must if he is ever to reach his 
full potentiality. 


—Lawrence A. Appley, President, 
American Management Assn., in July 
31 Newsletter to Members. 


Tribute to Newspapers 

The development of the U. S. 
and the American newspaper are 
so closely linked together that few 
of us ever stop to consider the con- 
nection. As America grew from a 
small group of settlers on the At- 
lantic Coast to a sprawling empire 
which has become the No. 1 na- 
tion in the world, the American 
newspaper has constantly been the 
guiding light. 

The never ceasing battle to keep 
America the “land of freedom” has 
demanded leadership and to the 
American newspaper has fallen 
‘his all-important task. Whenever 
a threat has arisen to any of the 
freedoms Americans enjoy, it has 
been the newspapers’ task to or- 
ganize the defense of our liberties. 
Often it has been a battle right in 
their own back yard—a battle to 
maintain freedom of speech, a bat- 


tle to maintain a free press. 

Without the leadership provided 
by the American newspapers it is 
extremely doubtful that America 
today would be the “land of the 
free.” They have not been alone 
in the cause of freedom, for it has 
been the cause of every alert 
American. But, through their abili- 
ty to establish guideposts and chart 
the way, they have played a most 
important role. 

In recognition of this service 
not only to Americans, but to the 
world as a whole, tne staff of the 
1950 Agawasie considers it an hon- 
or and a privilege to dedicate this 
yearbook to the newspapers of 
America. 


—1950 “‘Agawasie,"’ Yearbook of North 
Dakota State School of Science. 


Good Food News 

The outstanding food news of 
the year concerned the introduc- 
tion of the Brown ’n Serve proc- 
ess. It was perfected in company 
laboratories and given as a mer- 
chandising service to the bakery 
and milling industries in Novem- 
ber, 1949. Acceptance was rapid 
and widespread. Through Brown ’n 
Serve, the baker becomes a part- 
ner of the homemaker in the pro- 
duction of hot oven-fresh products, 
finished in the home as the family 
requires them. 

The tremendous popularity of 
Brown ’n Serve has strengthened 
the belief that it will prove a 
powerful stimulant to the con- 
sumption of flour through its 
proven appetite and convenience 


appeal. Ultimately this could 
broaden the market for the farm- 
er’s grain. 


The domestic market as always 
is the backbone of the company’s 
flour business. Deliveries of fam- 
ily flour brands were maintained 
at approximately the previous 
year’s level. Bakers were active 
in promoting the goodness, nutri- 
tion and economy of baked foods. 
The Millers Long Range Program 
to increase the consumption of 
flour was also very effective. Gen- 
eral Mills continued to service all 
segments of the flour trade with 
full confidence that a consistent 
policy in this regard is beneficial 
both to the company and the flour 
user. 


—Annual Report for Fiscal Year 
Ended May 31, 1959, of General Mills 
Ine. 


Advertising Age, August 21, 1950 


Rough Proofs | 


Herb Graffis, columnist ang 
golf writer, says his friends are 
constantly complimenting him on 
his game. Their customary remark 
is, “Good out.” 

* 

Wheaties, breakfast of champ- 
ions, sponsored the kinescope of 
the football game between the 
Philadelphia Eagles and the Col- 
lege All-Stars, and the All-Stars 
took the commercials seriously, 

* 

When Balaban & Katz channeled 
the telecast of the All-Star foot- 
ball game into a movie theater, in- 
stead of letting it go out over the 
air lanes with benefit of commer- 
cial sponsorship, the battle of the 
century was on. 


a 

The Bureau of Advertising and 
the MAB seem to have some dif- 
ferences of opinion as to what 
constitutes a national advertiser, 
but Paul West would probably set- 
tle for the definition that it’s a 
company that pays dues to the 
ANA. 

* 

Comptometer has had to defend 
several suits brought by mathe- 
maticians who claimed its $1,000 
for squaring the circle. In spite of 
inflation and the reduced buying 
power of the dollar, one grand 
continues to enjoy a highly mag- 
netic appeal. 

* 

In spite of everything, we must 
be getting back to normal. Adver- 
tisers are again showing interest in 
the commercial possibilities of 
flag-pole_ sitters and _ channel 
swimmers. 


7 

Another even more significant 
sign of the times is that adver- 
tisers looking for personnel now 
ask, in addition to age, business 
experience, salary requirements 
and educational background, a 
little information on an item des- 
cribed as “military status.” 

o 

The enthusiasm of many users 
of electric blankets for their 
warmest friends is apparently not 
shared by some of the manufactur- 
ers wh ‘se products were earliest 
on the market and also first to be 
withdrawn. 

= 

“Columbia’s 45s bring peace to 
record industry,” the headline says, 
and observers insist that this in 
itself may constitute something of 
a recor |. 

a 

Cole of California thinks its use 
of beautiful models helps to pro- 
mote its bathing suits, but it’s a 
dull adman who can’t find a good 
excuse for featuring a bathing 
beauty in close proximity to his 
product. 

© 

Believers in the efficacy of rab- 
bits’ left hind feet as sure har- 
bingers of good luck have been 
only slightly discouraged by the 
organization of The Rabbit Packers 
of California Inc. 

. 

Advertisers, the news story says; 
go along as score of magazines an- 
nounce rate increases. 

And not just for the ride. 

+ 

The most appreciated endorse- 
ments of advertising media now 
appearing in the public prints are 
undoubtedly being issued by Hat- 
old Schafer, of Glass Wax fame. 
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WHY TURN | 
YOUR ‘BACK ~ — 


One half of the 
Philadelphia Market 
lives outside the city limits 


Get your full share of the whole 
multi-billion dollar area. Advertise 
in THE INQUIRER. Reach the 
city proper and— more important 
the prospering suburbs and nearby 
cities. It’s the vital, fast-growing 
half of America’s 3rd Market! 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA! 


The Philadelphia Inquirer 


rse- Exclusive Advertising Representatives: 


PHILADELPHIA 
PREFERS THE 
INQUIRER 


are ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Yi) 5 promotion 
one of greatest in 


36 -year history’ 


pea. 


ys 


Executive 
Vice President, 


“Our recent Post promotion was one of the greatest in our 36-year 
history. It was perfection in incorporating all phases of mer- 
chandising in one gigantic event—famous nationally advertised 
products; traffic-getting windows; colorful, exciting store tie-ups; 
salespeople’s inspired selling effort —all tied in with the great 
prestige and sales-compelling force of the POST. The 17% volume 
increase was so good we'd like you to know the ‘welcome carpet’ 
is here for you any time you schedule a ‘repeat performance.’” 
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Says Maurice Blond, General Merchandise Man- Ross B. Meyers, Sales Promotion Manager: “The Katz published a special 12-page instruc- 
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ager: “I knew a Post promotion — featuring all the 
famous Post-advertised brands—couldn’t help but be 
a great success. It was even bigger than I expected. 
It proved again that the Post is unbeatable when you 
want volume and quality.” 


recent Saturday Evening Post-Katz Promotion was a 
wonderful demonstration of how national advertising 
can be used to make sales at the retail level. The dis- 
play material furnished was highly practical, easy to 
use and really created interest and excitement.” 
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tion booklet for its employees. It listed 
all Post-advertised drugstore products, 
sold the value of promoting national 
brands, and generally got the employees 
excited about the coming promotion. 
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THE KANSAS CITY STAR. THTRSDAY. MAY 11. 1950. 
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By the time the promotion was a day old, all Kansas City knew tured Post-advertised products. The color and excitement of the pro- 
that Katz was the headquarters for ‘‘Post Recognized Values.’’ Windows, motion, plus spot radio announcements, made traffic — confidence in 
counter displays, clerk support, interior displays, newspaper ads all fea- The Saturday Evening Post made sales. 
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What is a [Yosil Recognized Value? 


A product that is advertised in The Saturday Evening Post, yes. 
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But it means much more than that to the millions of people who 
read the Post. To them the phrase says, “Here is a product whose 
maker was so sure of it, so firmly behind it, that he advertised 
it side by side with the proudest names in the drug field, in the 
world’s most famous market place, The Saturday Evening Post.” 


Your product will sell better if it is a “Post Recognized Value.” 


it 
* Z 
i: 
ra : 
= et “ 
C- a —. 
id - 
s, § 
al @ “CY 


ee es gh eS al ee aa eae Gr eet ae, fc NL atin Pa aren an ee ee a Sie Lore n : i eel ,, jit'® eas b a ee a é ] 
oe , ie 
= + e 
fn aa } 
TO 
yr | ys re ee) ri ri a es — 
is Ge 7 Ai eh? Z - . et 208 42 &. 1 Bee ‘ 
& \<n3: i \\l ™ ” ie ; a “ee at a ee wre 2 Bie a a “a ws; 
Sa EN “s o : — : Gar Ae | 
—_: ‘ une anes eR! ss z 
SS FR Aa : ee ee 2 
BICYCLE 7, ; * ie ee . 
oe Ni 4 , e ae ‘i = 
PLAYING CARDS Ee —“ m4 f “ 3 
int, = poker a ait . ya i el. yo ¥e, x " : gid 1 a 
Sek ee A 7 a - ae . — ; 
meee Irs: 2Pe ie : i ( sci fs = . 4s JES >) , Se 2 a gee a Sr ee tna os 
cet, Gelee 1 81.03 . \ sf see aye Pe 4 ae | = 
: & Vs a) : 
. 2 , SY) ae | 
"4 YY -_"} — er fed: ss \—~~~ 
a AS P. \ \7 tay wWAa®. fil | | 
tie yom fT ape WW \Z if oh) TAOS EZ , if § 
_— 5 oo ; 2 ee? “ * nt ‘ P 4 . ; 
§ _... is » oe SY) is * VZ aa | i Se ee i 4 : 
tu At y ry Lge SY OLS Bes ae) oe Oh Mare, fe 
eb | } 1 ; > 3 ore a "oh si) p= ie f PEAY ; aa 4 f ty 
Set < lige . 3 AF f a WT S _A- a Z V2 . $ : ; 3 is ; 
: ven em a is > 7, NON Lh bee ; ’ 
| CL La AN SS ‘ - 
~ « . i . < * Py : , 
i ete ee eee en we La nea ye ea age a ae emg ae cr. as oe em or . : 
= eee eee nee aes. cae re ata ces 2 te i. mene ent ae ce ret me oe ee a oe sie Tite ieee ce Sg tla te eat . rs 
ae ata aii erin cs ee ai Mitts." Ge er ee n,n ee a So ae : i 
: lee ee To So ee OE aE ink Rae ae + Ar egg! 1 hal ae ae ley? coo piaienes ek) ee a Bi SS Ee Seat oe ee Oe a 
Seeie ee: Cag ie pean : Sa i «oe Ree Gee ——>  #i* 2 "Sem ic aia 2 ce Spee ae va ae A «Me te i er a a 
” ie eee Ne a “4 ‘ . \ y YE on weer ne , aa es ements ; Sg om Poauaemaict | Ma aie t ee he oe et - 
aud ee — rake : fj in) i 1e c 5 le AG r—5 i it ibe hee a) es. md : be js ree ak a Be te fet : : : : Pe See Ser i aad ss 7 
ee: Uy? | NJ ie) AAT ihe = See OD ee et ee ae ae Nie i aa es ES we , a 
i / A st ae alate te Soo lib ghee P . 4 2 an age <0 ees es am i ind oe : : . . ~ i 
= ice . ——— — fatty Mowe Cant FH es mm a es § scan Spas) Meare Cat Tg _ = onsen cone - . 
‘ ; ; T > ae wr Wc Ommane . ‘ a tmcmmene ; oie 
« Pee ; xy ' ; Pot ; den ch | tae tae 
— : 4 7! > . ; 
i +. = 'n Be PS ; ‘ ie = re ; re d 
P | che ake Sein : ee 3, ay Pa : =) ete, 4, = - wre = } 
wo i aes -* L- ‘ : Post ence ey 
J eam * . + “4 i - ; 
: — Fi | P , ; : _ ee Cap a | 
i : ed » . i 4 “con”. a rr ve x? iy. + e 230 i 
ee a ae. . et qe ae hed , a Ri aig - A ie 4 a ’ ‘ 
> Pee -_ * St Mee 8 Fe ae ra ee) : ee Swe) PS he 
3 om ‘ ise i - + 3 eS <r Mee ea Be 
tg, prom a * ¢ i ee. : aft 7? e al he +. } os é / ws % he * ‘ 
Ag “> i 4 a é , ay Ps re i a me * ie ae yes ee Bg a m+ ot { i <“ ne ~ «4 i uf 
Sek, epee (oh eT) oe M a A ee ee , Wer ‘s 
a , f pee Set Se eae aes ; i =, Oe we | : 7. . 
s Ah - e eee ey Pa eng i 28 4 ; oa , 
4 - Fes Sele 2 gees idee ERM y.* — ~~ ae 3 2 ig < Gna Cee ia | > _ : . 
M : =. i -t _ cor aniaamaicanamemeemen entre #, ee. a Ff a ere at = ae ome iS b* wee * me tke : 
: = ee aa an ree * wedheneeingdiiee ye 23 a eS aoe a oo ae. aa ’ 
y ane ee Pre, : - berate: . eS PR ian, EE ON al 2 TES eee ‘a eee : oe ee 4 oi : 
i f Co Sr A ee eee Ea, | Ee, ea ek ee ie ee a te Soni. Kine % ; res ae eR : ae 
4 a i“ et 1 a on te ae iaae, OME: > SF ane P De : : re pe: * 3 
aN - ae ios oo —— ae te —  e ie 
. y “ 3 oar : a 7 ' - r. : : a “* ‘ ° Pn R a “ a DE, hades ”? peal Ye ~ 4 on J en 
33 a & — a ee ee . “8 a= dit she ae iii =e . g : 
we : 7 :. en - Post } “e) a. : Pa ‘ a o - _ A a x . : i * ” m wget aia tae 
- m\ a “A, a a " Pi Pag oli rn tary 2 ae ee Se eee “ 
— i> ge a 7 a gts dit ee (Se es | Ea: aes 
ayy i ee ep oan, Sts u Ce ee AT Be eee ee mes , ; 5 
ns 4 " Tn Re. ne eer We a Sh Dae ce ee oS q 
' Rd i _ en Oe ies SS 3 ig a eo? te . Pa cee oer Te fae : £ 
, ' : oe Ucn Ra, ee eS eee eee 0 1 cts ae Be tk aac i a je ul 
a ‘ : saree. Roce sag ois Fo he Loe. Jee. | gs ewe i + | Aappatmiin.. ee ghee : ee 
; - : Be Seariay A 6 oR ay ans ear gl crea r %* ma aaa an ili ase i“ ' 
OR : "ae Tee te MUR Seen pac ese. Bs « a eo ‘ si 
P * Bog it Aa aa eh . ‘ a re AGO pean Were ter, . ¢ 
: { is oe : in a —_ eg wy es # Et SA ee ea CURA ae eat Ne oP ers ai é : 
— «oak * rer sole ae Se, UN ee sad tae Ps e Rea ti 
“ ZA - 6 ‘ ree ed poe y otic See TE, gy Se” eee eae ie ‘i 
' as . = - = se - een el oe 2« : i wk : rare isi ~ Ph ees Seal = F 
Ks te in . — ll : : f Ah to BERS 3 * . gad oe % “7 Sy : x - é , i ; nacre, mes i in i 
w # = > eA aroat 8 ae Stina ig es ae is Re x" S ER Ro a Prec ole ‘ none “= ™ s é h 4 ey oie 5 
pore ah, ES CN gt bce: So Ae mast ae me re, CC Ps aon an * I. 
. nome ae Pr 2 ie gee ti. tt ee ae. Oe oo" Bie 58 7 Pte 7 eee es coed ae AS vompbcereass Naa opin. * ues at eer ig E. 
“2 ¢ i. ee ae a Petes UNE. 5 sd, chee tetas Ap eae aia Sa ago & ony ee ee ag ha Ee hi ee ect ia ‘ vi 
. 3 . 5 RE 3 eo cees ors s paar ce ag Air geo hs Soe Es OS fn ee Ny, aint ag tans “ se ah eal, a 
Ug | ES te CERN: gS Se ae a Dat 1 tan ew ee ws, EE ae god Pate te ta eee RO oe oe a SM * Bf Pe A tate Yaa tee F a 
on . ba he oS cl MN MO OM ae Sane een Me ek be gen SPOOR A Oe eae £ Re ae : eS ee yh, Bi ined * Ns a : 
, epi se <* EE Soe A ee NR eae ee de: ri tek ERR MER SE gg ee cee ee Ne va ot aS ae > : ah ght ya > ‘ : 
= 2 ee he ' re mals» “roe ele B hi 5 ees 8 : he ARES SA ae ee pg * i. 
¥ 
e 
; aK ; "wt Racom "elie ; oe prc meer eemaall ssa cnet nee “2 
wt “ . E anateaniat a i st ee - Re ek Se Ee ee ee ee LE i ON 
2 ‘FF OS Bre ee Ds ke i See rae I eR Se ee Aaa 
= el " 4 as 
Ds] re \ : P if “| @ a ye a 
‘4 5 A, Raspaiaet Code, 2° : a 
1 4, oe e* ¥¢ Yo 
: - “tN i ses i 4 5 ‘ 
*) ¥ oa [pt Rac Re: i" aps? “ ' ba! 4 = 
r a H : " ag >, e ey 
t ep DS ; | fi ‘e Pe e are ons bo 2 kame ‘ e ' 
af en, See’ POSTY @ a ‘ : 
he Vee) ere ae af, ¥, ae a : ay e 
iy ion : 4 ey at pa G Vv ae oe ae ee 
Cay. weg: © a | _ 
3 Ae CO, ice Re ee F ‘ 
‘ a rt. ; ib 1S pe "i % : > ‘ | ee g x 
. 4 sal - & ee 7 
| | ‘ ni es Peete, 5 : 4 ' 
a: » Fe Sa , a ‘2 a 
st. 1 ors { r= A Ee een Lan ‘ a ae ; 
i — me ie . ee : e h i 
3 ; ; : ee 6 etter Uving i “3 = ee ee ~ - . 3 ; 
= ge 3 
-" ‘aa ee AEA SION mg eee Ee te pe : Be ss 2 
ti 4 sidileanes wp Sonal DR 4 PS as a , 
He oat 
2 “09S @ : 
% poi erica xs sy 
eS 8) boa aA i 
pay yvE® m : 2 
Ka A ne s e % ) 
3 r e ps He 
ising sd 
e.4 af 
han &§ 
> 2 
: mere 
in e m! ; | of: 
ie Bes a 
a 4 
oe : 
oa 4 
; a 
a 
e 
io gh caine Ge Ae tae ee MR ging! es sie colt ee a LB a ce ge A IE A Ts ee a ec eee a ee bak. ad aS bp whch ps Pe ie ren i ae RR aM ee ee nen te a cerita Gr ome oe a 


Squeeze Appoints Samuels 


Milton S. Samuels, formerly 
with the Chicago Journal of Com- 
merce, has been named special 
sales representative of Squeeze 
Inc., Chicago, maker of the 
Squeeze spray deodorant, and an 
affiliate of Jules Montenier Inc. 
Mr. Samuels’ territory is Illinois, 
Michigan and Missouri. 


Names King-Hedinger 

T. King-Hedinger, vice-presi- 
dent of Palm & Patterson, Cleve- 
land, has been appointed head of 
a new handbook and instruction 
manual department. 


Three Appoint Lindsay 


Lindsay Advertising Agency, 
New York, has been appointed to 
direct the advertising of Arthur S. 
Vernay Inc., New York, antiques 
and gifts; Peter Guille Ltd., New 
York, silversmith, and James Rob- 
inson Inc., New York, antiques. 
Class magazines and newspapers 
will be used. 


Landsheft Appoints Sells 


William H. Sells has been ap- 
pointed account executive of Land- 
sheft Inc., Buffalo agency. He also 
will work on market research and 
sales analysis. 


America’s 


FOREMOST 
TOY TRADE 


Four More Admen Called 
to Active Duty 

Two St. Louis admen have been 
called to active duty in the Marine 
Corps. They are: Harry K. Renfro, 
executive assistant to the general 
manager of KXOK and KXOK- 
FM, whose place is being taken by 
Bruce Barrington, news editor of 
the station; and W. Ralph Abell, 
advertising manager of Barry- 
Wehmiller Machinery Co., whose 
duties will be taken over by Paul 
K. Wehmiller, vice-president. 

Gilbert E. Busch, public rela- 
tions executive of Albert Frank- 
Guenther Law, New York, also has 
been called to active duty in the 
Marine Corps. 

Charles McCann, research di- 
rector of Ruthrauff & Ryan, Chi- 
cago, reported for active duty as a 
—_— in the Air Force on Aug. 
12. 


Brooks to Columbia Ring 

Herbert Brooks, formerly with 
Biow Co. and Bulova Watch Co., 
has been appointed advertising and 
sales promotion manager of Col- 
umbia Diamond Ring Co., Lon 
Island City, a division of Axe 
Brothers Inc. 


Co-op Promotion 
Plan for Foods 
Helps Regionals 


Non-Competing Products 
Given Ad Support of 
‘Big League’ Program 


SEATTLE, Aug. 16—A new ad- 
vertising package that permits re- 
gional food manufacturers to team 
up on joint advertising and mer- 
chandising promotion has been 
created by a new organization, the 
Northwest Food Manufacturers 
Assn. 

The association is a non-profit 
corporation, owned and operated 
by its members. In typical opera- 
tion, the association develops a 
new radio or TV show, newspa- 
per promotion, or merchandising 
service, and offers this to its mem- 
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your premium 


; , 


you get 


promotion su fers 


Say good-by to good will if your mail-away 


oon 


premitim offer isn’t handled in a hurry. 


Housewives and kiddies who send in their 
coins and box tops want their premiums in a 
reasonable length of time. When they don’t get 
them, you’re on the receiving end of an avalanche 
of mail charging carelessness, neglect, and even 
fraud. This extra mail not only complicates the 
handling, but, much worse, destroys the good will 
engendered by the offer. No good will, no repeat 


t sale of the product. 


letters like this... 


There’s one way to avoid all this—let Don- 
nelley do the job for you. : 


For with the many problems that can arise on 
a premium offer, it’s wise to have Donnelley ex- 
perience behind you from the beginning. And 
most important, you can be sure that premium 
requests will be handled promptly. 


Your nearest Donnelley office will gladly dis- 
cuss your next premium promotion. 
write when you start planning. 


Call or 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. 
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bers for sponsorship. Members 
themselves may have competing 
products, but sponsorship is limit. 
ed to products which are non-com. 
peting. 

The first joint venture was 
Scandia Barn Dance, a weekly 
half-hour show on KOMO, Seattle 
sponsored by six manufacturers 
This was followed by a second 
show, created by the association, 
Hobnail Corners Square Dance, 
also on KOMO, broadcast weekly 
for a half-hour, using a cast of 
eight chosen from among 29 
square dance clubs in the Seattle 
area. Here sponsorship is limiteg 
to five products, with a separate 
commercial for each. 


es This month the association 
launched a 12-in-1 coupon deal, 
Manufacturers offer coupons for 
12 products. The coupons are 
printed on a single sheet and are 
distributed by direct mail, 14. 
080 each month for 12 months in 
the metropolitan Seattle area. The 
coupon sheet provides a continu- 
ous sampling throughout the area 
during the year. Customers can 
save about $1.35 through spending 
$5 with the coupons. 

As an indication of the diversity 
of merchandising service the as- 
sociation will offer to members, 
next month it has scheduled a 
booth at the state convention of 
retail grocers and will feature here 
the products of 12 members. 


a The package promotion was 
originated by Frank B. Taskett, 
Seattle advertising man heading 
the agency of the same name and 
specializing in food accounts. The 
object is to plan and create low- 
cost top-quality advertising and 
merchandising service in which 
several members will participate. 

The Taskett agency is in charge 
of production for the association. 
Billing to members is through the 
manufacturers’ own agencies, and 
is fully commissionable. 

Membership in the association 
is limited to companies whose 
headquarters and principal place 
of manufacturing is in Washing- 
ton, Oregon, Idaho, Montana or 
Alaska. Members pay $25 on join- 
ing and dues of $7.50 a month for 
each food product that is to be pro- 
moted. 


a By early August, the associa- 
tion reported it had 25 members. 
Ultimately the number of prod- 
ucts handled might run as_ high 
as 50 to 60, Mr. Taskett said. Each 
member is free to accept or reject 
any promotion the association staff 
offers. Where two or more man- 
ufacturers produce the same food, 
such as potato chips, the first to 
join the association has first choice 
of a new promotion for that item. 

Officers are R. H. Bailey, Willa- 
point Oysters, Seattle, president; 
Fred Dent Jr., Dent Chocolate 
Shops, Seattle, vice-president; and 
Mr. Taskett, secretary-treasure!. 
Association manager is Ted Tracy, 
formerly advertising manager for 
Washington Cooperative Farmers 
Association, Seattle, and later an 
account executive with Ruthrauff 
& Ryan here. Headquarters are at 
the Taskett Agency (Terminal 
Sales Building, Seattle 1). 


ABC Schedules New Show 


On Sept. 23, the ABC Pacific 
network of 23 stations will begin 
a one-hour western variety pro 


ee 


gram, called “The American Bart 
Dance,” on a participation basis. 
Sponsorship will be available t# 
eight advertisers, who will be of- 
fered integrated participations fo 
a single price covering time an 
talent. The show will be heard 0 
Saturdays from 8:30 to 9:30 p.m 


Foodcraft Appoints Walsh 


The Toronto office of Walsh Aé 
vertising Co. has been appointed 
direct the advertising of Foodcr 
Laboratories, manufacturer 


specialized concentrated f 
products for hotels, restaurants 
and institutions. 
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WASHINGTON, Aug. 14—Large 
scale consumer buying in depart- 
ment stores throughout the U. S. 
fell off markedly during the week 
ended Aug. 5, although dollar vol- 
ume was up 29% over the corre- 
sponding week last year. 

With the exception of the Rich- 
mond district (which includes 
Washington, D. C.) every one of 
the Federal Reserve districts re- 
ported declines from the previous 
week this year. 

Department store sales were off 
to a greater extent along the At- 
jantic Seaboard and West Coast 
than in the midwestern states. 
The southwestern area reported 
the largest amount of buying and 
San Antonio, up 61% from last 
year, led the cities on the tabula- 
tion. 

Even though there were indica- 
tions that the war-scare buying 
was subsiding, as compared with 
last year’s sales, dollar volume of 
department store sales have been 
almost equal for the past three 
weeks. 

For the week ended July 22, the 
index figure was 302. For the 
week ended July 29, the figure 
was 296 and for the week ended 
Aug. 5, the index figure was 295 
(1935-39 equals 100). 

For purposes of comparison, the 
sales level during this period was 
about equal to sales at the height 
of buying during the weeks pre- 
ceding Easter, Mother’s Day and 


‘Father’s Day, the three traditional 


peaks during the first portion of 
the year. Current buying figures 
look spectacular only because they 
indicate heavy sales during what 
is normally the summer lull. 
However, as reported last week 
(AA, Aug. 14) many of the war- 
time purchases consist of hard 
goods items. Department store fig- 
ures do not reflect these sales as 
much as figures for the nation as 


a whole. 
% Change from ’49 
Week Ended 
Federal Reserve July July Aug. 
Distict and City 22 29 5 


UNITED STATES 416 42 29 
Boston District ... 37 36 17 
New Haven ..... aa 32 48 17 
| 39 30 17 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Aug. 5, ’50* p295 
Week to July 29, ’50*..296 
Week to July 22, 50*..302 
Week to Aug. 6, ’49*....228 
Week to July 30, ’49*..209 
Week to July 23, ’49*..207 


pPreliminary. 
*Not adjusted seasonally. 
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NRDA Elects Brown Chairman 


Edward J. Brown, general mer- 
chandise manager of Saks-34th St., 
New York, has been elected chair- 
man of the board of directors of 
the merchandising division of the 
National Retail Dry Goods Assn. 
Named as first and second vice- 
chairmen were Frederick C. Stro- 
del, vice-president, The Fair, Chi- 
cago, and Charles Hobbs, vice- 
president, Broadway Department 
Store, Los Angeles. 


Ad Council Sets New Drive 


A campaign to enlist millions 
of Americans in the Crusade for 
Freedom, headed by Gen. Lucius 
D. Clay, will be launched on Labor 
Day by the Advertising Council. 

al and national advertisers will 
be asked to join in supporting the 
crusade. Hewitt, Ogilvy, Benson & 
Mather, New York, has volun- 
teered to prepare ad materials for 
the campaign, which will run 


. through Oct. 16. 


Slater Moves, Adds Two 


Robert Slater Studios, Milwau- 
kee, advertising art creator, has 
moved to larger quarters at 332 

- Wisconsin Ave., and appointed 
Franklin Cheek, formerly with 
Frank H. Bercker Studios, and 
Ralph Cavan, formerly with Byron 
Musser Studios, to its staff of il- 
lustrators. 


Royker Joins Phillips 


_ Karl H. Royker, formerly crea- 
tive director of C. M. Said & As- 
Sociates, has been appointed pro- 
duction manager of Phillips Co., 
San Diego agency. He succeeds 
Edwin P. Balmer, who resigned to 

come advertising manager of 


Adds Two New Rug Lines 


National Automobile Fibres Inc., 
Detroit, has begun producing two 
new lines of rugs and carpets, 
Deepile and Burtwist. Both lines 
are being made in a variety of col- 
ors and the company has estab- 
lished a distributor organization 
for nationwide marketing. Deepile 
is being made in the Salem, Ore., 
plant of the company’s California 
cotton mills division, and Burtwist, 
in the Oakland, Cal., plant. 


Rochester Adclub Appoints 


Glenn C. Morrow has been 
named executive secretary of the 
Rochester, N. Y., Advertising Club, 
a position he had held for 19 years 
before joining the Army in 1942. 
He succeeds Edward P. Harrison, 
who resigned to become president 
of the newly formed Advertising 
Council of Rochester. 


‘Sun’ Building Destroyed 


The plant of the Sun, Tusca- 
loosa, Ala., was destroyed by fire 
Aug. 9, with loss estimated at 
$200,000. The newspaper, which 
began publication 67 years ago, 
will be printed temporarily either 
in Jasper, Ala., or Columbus, Miss. 


Shaw Joins McLaren Agency 


McLaren, Parkin, ‘Kahn, New 
York, has appointed Monroe H. 
Shaw, formerly with National Bis- 
cuit Co. and Schenley Distillers, 
as an account executive. 


Joins National Breweries 


Louis Leprohon; formerly with 
Stevenson & Scott, Montreal agen- 
cy, has joined the public relations 
staff of National Breweries Ltd., 


Marston Co., department store. 


Montreal. 


BSSSSRESRESSSSESNREENERSERACIBBSRERESSLEREREBSSBSSERNSESESREEE 


“especially attractive on Thursdays,” 
says Mrs. Beth Bailey McLean, 
Director of Home Economics, 

Research Laboratories, Swift & Company, 
about the food page in The New York Times 


“Good food is a subject dear to the heart of every woman,” says Mrs. 
McLean. “Jane Nickerson deserves credit for the fine lift her News 
of Food department gives women who want to feed their families 
better. Her columns are interesting and helpful. They are especially 
so on Thursdays when most women plan their food store shopping.” 


Thousands of smart women, shopping for thousands of families in the 
rich and hungry New York market, read and use the daily food page 
in The New York Times. It’s a natural for smart food advertisers 
eager for better business in this biggest of all markets, where The 
New York Times has been the advertising leader since today’s home- 
makers were little girls. Find out all about it today. 


NewYork Boston Chicago Detroit Los Angeles San Francisco 


“aux. | Ohe New York Times. "57 
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Simoniz Co. Names 
Sullivan, Stauffer 
to Handle Ad Drive 


Cuicaco, Aug. 15—Simoniz Co. 
today appointed Sullivan, Stauffer, 
Colwell & Bayles, New York, to 
direct its advertising account. 

The company, which has been 
spending more than $1,000,000 an- 
nually on advertising, invited six 
agencies to make presentations— 
Foote, Cone & Belding; J. Walter 
Thompson Co.; Leo Burnett Co.; 
Ruthrauff & Ryan’s New York of- 
fice; Biow Co., New York, and 
SSC&B. 

Simoniz Co. heard final presen- 
tations on Aug. 11th, and SSC&B 
was appointed to handle the ac- 
count effective today. John H. 
Sampson Co., which formerly di- 
rected the Simoniz promotion, 
will run its final Simoniz ads in 
September. 


a In order to permit the new 


the men who 
buy and build 


American Builder alone 
covers all 3 buying factors 
you must influence to sell the 
Light Construction Industry. 


For the complete sales effort in 


Light Construction, American 


Builder provides a blanket cov- 
erage of every worth-while Op- 
erative Builder, Contractor 
Builder, Trade Contractor, Retail 
Lumber Dealer and Building 
Supply Jobber in every trading 
center and every trading area. 
American Builder advertising 
plus American Builder Mailing 
Service does the job alone. 


For substantiating data 
and pertinent information see 
American Builder's 4-page 
Tell-All Unit, Section 19 of 
the current issue of 
Standard Rate and Data. 


AMERICAN BUILDER 
CIRCULATION 
The largest and most comprehen- 


sive in the field of residential, com- 
mercial and farm building. 


Contractors and Builders, 

all classes 51,230 

Architects and Engineers 1,977 

Lumber and Material 

Dealers, Jobbers 13,382 

Real Estate-Finance, 

Insurance 2,746 

Commercial and Industrial 

Organizations 2,374 

All Others 8,937 
TOTAL 80,646 


Note: American Builder circulation 97.4% in 
United States; 2.2%in Canada;0.4% Foreign. 


AMERICAN . 
BUILDER 


© 50 Church Street, New York 7,NY. (iy 
© 7? West Morvroe Street, Chicago 3 tlt o 
fh SIMMONS-BOARUMAN PUatication ‘* 


agency to take over the account 
as soon as possible, the company 
cut back its media list earlier 
this summer, and reduced the 
number of radio stations carrying 
its spots from 67 last spring to 32 
at the present time. 

As a result, Sullivan, Stauffer, 
Colwell & Bayles will begin plac- 
ing ads early next month. Com- 
pany officials told AA that final 
details of the promotion have not 
been worked out, but that plans 
for the 1950-51 program probably 


will be completed in about two 
weeks. 


Glasgo Appoints Fellman 
Glasgo Ltd., Philadelphia, man- 
ufacturer of sweaters for men and 
women, has named Leonard F. 
Fellman & Associates, Philadel- 
phia, to handle its advertising. 


Bachman Appoints White 

Carl White has been appointed 
sales manager in charge of dis- 
tributor sales of Bachman Bakeries 
Inc., Reading, Pa., pretzel bakery. 


Rnight Joins General Paint 

Ted Knight, former copywriter 
for Merchandising Factors Inc., 
San Francisco agency, has 
named assistant advertising mana- 
ger of General Paint Corp., San 
Francisco. 


Gossage to Consolidated 

Howard Gossage, formerly 
with Charles Stuart Advertising 
Agency, has been appointed an 
account executive of Consolidated 
Advertising Agency, San Francis- 
co. 


been | Scholl Mfg. Co. and Hotpoint 
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Scott Names Offenbecker 


Larry Offenbecker, form 
sales promotion executive 


has been appointed director of aq. 
vertising of Scott Radio Labora. 
tories, Chicago. 


P&G Doubles Net Profit 

Procter & Gamble, Cincinnati, 
has reported a consolidated ng 
profit of $61,092,079 for the fiseg 
year ended June 30, as compare 
to $28,655,481 for the previoy 
fiscal year. 


South's Greatest Audience Builder, Too 


BE LEAT EA 


Our advertisers get the ben- 
efit of all these — 24-sheet 
posters, streetcar dash signs, 
full-page newspaper ads, 
store displays, personal calls 
on jobbers and key retailers. 


ee ee 
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He Piles Up Biggest Ratings, of Course 


WWL has a substantial lead in both mornings and 
afternoons. And, evenings, its share of audience is 
equal to the next two stations combined. 
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Raab Joins Wanamaker 
Vincent C. Raab, former sales 
romotion director for Frank & 
er, Philadelphia department 
store, has joined John Wanamaker, 
Philadelphia, as downstairs store 
advertising manager. 


‘American Family’ Adds Two 
Clayton C, Lawler, former east- 
ern representative of Western 
Family, and Henry M. B. Cham- 
berlin, formerly with Family 
Circle, have joined the eastern 
sales staff of American Family. 


Advertising Booth 
Planned by AAW at 
California Fair 


San Francisco, Aug. 16—Ad- 
vertising Assn. of the West offi- 
cials here this week were complet- 
ing arrangements for what is be- 
lieved to be the first advertising 
booth at a state fair. 

In cooperation with the Sacra- 
mento Advertising Club and the 


state department of distributive 
education, the association will 
sponsor a booth at the California 
State Fair (Aug. 31-Sept. 9) 
where qualified advertising men 
and women will discuss marketing 
problems with individual attend- 
ing the fair. 

Free advertising advice will be 
available to small business men 
or anyone who has a product he 
would like to market. 

On view will be examples of 
good advertising, as well as the 


story of Advertising Recognition 
Week and several projects pre- 
pared by junior advertising clubs 
in the association. 


Pick Agency tor New Product 
The Winnipeg office of Stewart- 
Bowman-Macpherson will direct 
advertising of a new snow-blow- 
ing device, Snow-Blo, for Sairs 
Implement Co., Winnipeg, while 
the agency’s Toronto office will 
handle advertising of the same 
product for Dominion Road Ma- 
chinery Co., Goderich, Ont. 


—— 


South's Greatest Salesman 
in South's Greatest City 
SELLS Rich Rural Market 


Southland farmers depend on WWL for complete authentic coverage of 
their special interests—welcome activities such as WWL’s Herd Improve- 
ment Contests, farm service broadcasts, weather reports, on-the-scene 
rural reports. WWL advertisers enjoy particular preference when these 
newly-prosperous folks go shopping for everything that means better living. 


Gives You 


Multi-State Coverage South’s Greatest Salesman 


WWL takes you into 330 counties of 
the rich Southland—gives you primary 
coverage in 134 of them. 


NEW ORLEANS 


rse 


50,000 WATTS CLEAR CHANNEL 


A DEPARTMENT OF LOYOLA UNIVERSITY 


CBS AFFILIATE 


REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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Dishmaster, Youngstown. 
Stroh Sign with WWJ-TV 

Dishmaster Corp., Pontiac, 
Mich., has bought the George 
Scotti show on WWJ-TV, Detroit, 
starting Aug. 31. The Thursday 
evening show features George 
Scotti, pantomime artist. 

In addition, two others have 
signed for shows on WWJ-TV. 
Youngstown Kitchens, through 
Brooke, Smith, French & Dorrance, 
has purchased Dave Zimmerman’s 
“Beat the Band” program, starting 
Sept. 29. Beginning Oct. 13, Stroh 
Brewing Co., Detroit, will sponsor 
telecasts of 35 home games of the 
Detroit Red Wings of the National 
Hockey League. 


WONS, WICC Appoint Three 

Robert L. Kennett, former sta- 
tion manager of WONS, Hartford, 
has been promoted to general man- 
ager of the Yankee network owned 
and operated stations in Connecti- 
cut, including WONS, and WICC, 
Bridgeport. Ralph H. Klein, former 
program director, has been named 
station supervisor of WONS, and 
Charles Parker, former sales 
manager of WICC, has been pro- 
moted to station supervisor of that 
radio outlet. 


A good catalog at the point of pur- 
chase is a real sales-builder. When 
your catalog is loose-leaf — and 
covered with a Heinn loose-leaf 
binder, the prestige of your com- 
pany is in trustworthy hands. Ex- 
tra sales are yours. 


Your story at the point-of-sale is 
told exactly as you want it when 
you apply visual selling. Heinn 
Loose-leaf easel binders provide 
an excellent medium for telling 
your product-story to consumers. 
Retail selling needs strengthening. 


Showing samples at the point of 
contact gives added power to sales- 
facts. Heinn Custom Made Sales 
Pacs offer a convenient way to 
carry—and present—your samples. 


ADD POWER te Your Selling 


With selling becoming more com- 
petitive every day, it is necessary 
to take every opportunity to gain 
a strong, competitive advantage. 
Let us show you how Heinn sales 
equipment helps you do a better 
selling job. Write us today. 


THE HEINN COMPANY 


326 W. Florida St. © Milwaukee 4, Wis. 
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Firestone Opens 
Exposition to Mark 
50th Anniversary 


Akron, O., Aug. 16—Firestone 
Tire & Rubber Co. celebrated its 
50th anniversary here recently by 
opening an exposition depicting 
the growth of Firestone from its 
founding in 1900 to the present. 

Occupying the penthouse atop 
Firestone’s research building, the 
exposition contains exhibits rang- 
ing from a model of Firestone’s 
first tire-building shop, which 
shows men fitting solid rubber 
tires on buggy wheels, to a sec- 
tion showing giant tires now man- 
ufactured for earth-moving equip- 
ment, plus hundreds of other rub- 
ber, plastic and steel products now 
made by the company. 

A series of colorful panels por- 
tray the Firestone story by means 
of documents, photographs and 
equipment. One panel tells the 
story of the “Ship-by-Truck” 
movement sponsored by Harvey S. 
Firestone in 1916, which was cred- 
ited with giving impetus to the 
development of the trucking in- 
dustry. Other panels review 50 
years of Firestone advertising and 
illustrate the company’s communi- 
ty and employe services. 

The exhibit was designed and 
built by Rappaport Studios, Cleve- 
land. 

A special anniversary campaign 
is also appearing in newspapers 
and magazines. 


Callahan, Mack, Bourne 


W. G. Payne, formerly Atlantic 
district manager for Engineering 
News-Record, has been appointed 
Chicago territory district manager. 
E. Callahan, formerly with Elling- 
ton & Co., New York agency, suc- 
ceeds Mr. Payne. Gordon Mack, 
formerly Chicago district manager 
for Engineering & Mining Journal 
and Coal Age, has been named 
district manager in Chicago, In- 
diana and the Great Lakes dis- 
trict for Construction Methods & 
Equipment. 

Construction Methods & Equip- 
ment has also appointed Knox 
Bourne as Chicago district mana- 
ger. His territory includes north- 
ern Illinois counties, Wisconsin, 
Minnesota and the Dakotas. He 
was formerly Chicago district 
manager for Ingenieria Inter- 
nacional and McGraw-Hill Digest. 
All are McGraw-Hill publications. 


Gets Tractor Account 

Hoefer, Dieterich & Brown, San 
Francisco, has been named to di- 
rect advertising for Johansen 
Tractor Co., Modesto, Cal., maker 
of a new-type four-wheel-drive 
farm tractor. 


Has 447,005 TV Receivers 

July sales of 41,937 TV sets in 
the Boston area have increased the 
total number to 447,005, accord- 
ing to figures released in a joint 
survey conducted by WBZ-TV and 
WNAC-TV. 


Metropolitan 


TEST 


for 
PEANUTS 


Send or call for the complete bulletin 
“Metropolitan New York Test Market #1" 


Study the facts and you will find you can 
test a typical segment of Metropolitan 
New York, by testing BAYONNE, for 
only 8 cents a line . . . just peanuts com- 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave. N.Y. © 435§. Michigan Ave., Chicage 


*9,000,000-Buck’ Auction Held in Oregon 


PorRTLAND, OrE., Aug. 15—As a 
sales stimulant, Fred Meyer stores 
advertised “buck money” to be 
given with purchases at any of the 
stores in the chain, to be used in 
auction sales at the opening of the 
16th store in the chain. Arbitrary 
amounts were given, as one “buck” 
with the purchase of a carton of 
cigarets and other amounts for 


other items. 

A special 30-page section in the 
Journal, 12 pages in the Oregonian 
and 10 in the Shopping News an- 
nounced the opening of the new 
Fred Meyer Burlingame supermar- 
ket. The store advertised that 
$50,000 (real money) worth of 
merchandise would be auctioned 
off for the bogus cash during the 


opening week, Aug. 8-12. 

Six million “bucks” were printed 
at first. When these were distribut- 
ed, 4,000,000 more were printed. At 
the end of the second day of the 
opening week, more than 9,000,000 
“bucks” had been distributed. 

To the kids, one “buck” meant 
a ride on the merry-go-round that 
completed the carnival atmos- 
phere of the new store opening, 
or a bid on a catcher’s mitt or 
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ball bat. To their mothers, “‘buckg? 
meant a bid on such things as the 
$100 electric ironer given away 
the first day for 2,300 “bucks* 
The store reported a total of 2,465 
items auctioned off on opening day, 


John Higgs Joins Bercker 

John Higgs has joined the Studia 
of Frank H. Bercker, adverti 
art counsel, Milwaukee, as an jj). 
lustrator. 
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awards for the year’s three best; Schnitzer Gets Fur Account willing to pay for your mea 
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THE DESERET NEWS 
2. SALT LAKE CITY, UTAH 
Published Evening & Sunday. 


Net Paid Circulation for 3 months ending June 30 1950: 
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& RENEWAL CARRIER & MAIL SUBSC 
(a) With premium (Pars. 15(a), 


(b) Through combination offers 


service, Dine ’n Sign points out, is 
that it furnishes executives and 
professional men an accurate rec- 
ord of entertainment expenses for 
business or tax purposes. 


Ford Appoints Riley 


Harley F. Riley, formerly divi- 
sional sales manager of Hudson 
Motor Car Co., Detroit, has been 
named field manager of the newly 
established dealer development 
program of Ford Motor Co., De- 
troit. He will assist Robert R. Nad- 
al, dealer development director, in 
supervising activities of the pro- 
gram on a nationwide scale. 
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to before me this 17th day of Ju 
res August 10, 1952. 


MARK E. PETERSEN 


General Manager 
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MAX E. JENSON 


Notary Public 


HOUSEtrap 


...8o every month we snare 
570,000 of the most sales-active 
reader families a magazine ever 
had. What bait do we use? 
Simply the House BeautiruL 
editorial credo —“Better your 
home ... better your living” — 

a credo that readers, particularly 
readers in the upper-income 
brackets, just can’t seem to resist. 
And since 90,000 of our reader 
families have incomes exceeding 
$25,000 a year, it’s no wonder 
more people in the retail trades 
subscribe to House BEAUTIFUL than 
to any other magazine. No wonder, 
either, that record numbers of 
outstanding manufacturers keep 
beating a path to our door. Why 


not, when it’s so clear that... 


House Beautiful 
sells both sides 
of the counter 
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Along the Media Path 


e A “new” American family is 
being presented to advertisers in 
a master presentation of The 
American Weekly called “The 
Dynamic Fifties.” It has been pre- 
viewed to 140 presidents and heads 
of advertising agencies in New 
York, Chicago, Detroit and Cleve- 
land, and is now set to move out 
to advertising and agency execu- 
tives throughout the U. S. 

In the past ten years, the pre- 
sentation points out, there were 
over 17,000,000 new marriages and 
over 30,000,000 new babies—5,- 
000,000 more marriages and 10,- 
000,000 more babies than in the 
preceding ten years. 

But most significant, says the 
presentation, is the change in fam- 
ily living and buying habits, 
caused largely by the fact that 
there are 8,700,000 working wives 
—nearly a fourth of all wives. As 
a result, family purchasing has 
really become a family affair, not 
exclusively a housewife’s con- 
cern, says the study, which also 
demonstrates the coverage and 
merchandising power of The 
American Weekly and compares it 
with four other leading national 
magazines. 


e Curtis Publishing Co. repre- 
sentatives are personally deliver- 
ing advance copies of the Septem- 
ber Ladies’ Home Journal to near- 
ly 1,300 top department store ex- 
ecutives in 125 cities. Purpose of 
the personal touch is to call at- 
tention to the editorial on the fall 
fashion kick-off. The issue con- 
tains 44 pages of fashion and ac- 
cessory advertising. 


e Syd Byrnes, program director 
of Station WCCC, Hartford, ap- 
parently has decided that since 
people can listen to the radio 
while still in bed, he ought to be 
able to broadcast from his bed. 
Hence his new 7-8 a.m. show, fea- 
turing news from the Hartford 
Courant, originates from the 
Byrnes bedstead. 

He also promises to air recorded 
music, weather reports and inter- 
views with persons prominent in 
the news, but he hasn’t fully ex- 
plained how he intends to accom- 
plish the latter. The program, in- 


MEMO )) # 


Space Buyers 


DAVID OUT-PULLS GOLIATH 


Mr. A. (name on request) spent 
$10,560 in Foreign Service, the 
V.F.W. magazine, and reaped 
$50,704.58 in cash “orders.” 

Mr. A. also spent $19,090 in Life 
Magazine and counted $33,893.27 
in cash returns. 

The sales message, format, etc., 
were identical in both magazines. 
Yet Foreign Service accomplished 
the miracle of out-pulling one of 
America’s greatest magazines. 

7 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


j / e ; , o 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


cidentally, still is nameless. 


e While engaged in moving its 
presses, the Hartford Courant is 
publishing only seven of the us- 
ual nine sections in its Sunday 
editions. 


e The Albany Times-Union has 
occupied and dedicated its new 
four-story plant. John R. Hearst, 
general manager of Hearst News- 
papers, and Lt. Gov. Joe R. Han- 
ley of New York participated in 
the ceremonies. 


e@ Good Housekeeping has issued a 
16-page brochure devoted to a 
“Case History of How Good House- 
keeping Sells Goods for Super 
Markets.” The booklet describes 
how Ralph’s Grocery Co. in 
Los Angeles boosted sales 143% 
through a tie-in promotion with 


the magazine. 


e@ Beginning with its October is- 
sue, Opportunity Magazine will 
issue a special four-page section 
every month for a year, as part of 
a 12-part course in professional 
salesmanship, prepared by Charles 
B. Roth, author and lecturer on 
salesmanship. 


e “How Do Top U. S. Government 
Officials Rate the Four Washing- 
ton Newspapers?” is the title of a 
new folder issued by the Washing- 
ton Star. The report is based on a 
study of 725 questionnaires re- 
ceived from government officials, 
who were asked which paper they 
preferred for complete news cov- 
erage, which paper they felt had 
greatest readership confidence and 
which papers they personally read 
regularly. 


@ True Story has signed 70 drug 
chains and their 1,507 stores as 
participants in its October Beauty 
Plan promotion. The “beauty plan” 
will appear as a 17-page section in 


the October issue of the magazine. 
Participating drug stores will be 
supplied with window and counter 
display kits and individual price 
cards for all products advertised in 
True Story. 


e The Nashville Tennessean on 
Aug. 13 published a television sec- 
tion of more than 60 pages to kick 


carnival. The carnival, which ran 
from Aug. 13-17, consisted of two 
huge tents at the state fair grounds, 
one of which was devoted to an 
exhibit of TV receivers and the 
other to a continuous series of TV 
acts and programs. 


e Advertising linage in the Sep- 
tember issue of Family Circle is 
51% above the linage for the same 
issue last year and 10.5% above 
the publication’s previous high, in 
April this year. 


@ Designer Raymond Loewy has 
redesigned the cover of Omnibook. 
The new cover is a “three-dimen- 


sional,” four-color design which 
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pictures the books abridged in the 
issue. 


e News, features, photos and 3§,. 
997 lines of advertising were in. 
cluded in: the Chicago Tribune's 
special Aug. 13, 28-page, back-to. 
school supplement. A total of 5§ 
retail stores were represented jn 
the supplement with 75 different 


off Station WSM-TV’s television} ads 


The Tribune, incidentally, car. 
ried 186 pages of newsprint color 
advertising between Jan. 1 and 
July 1 this year, more than has 
ever before been carried in a ful] 
year. At the six-month mark, the 
paper had 122 additional advertise. 
ments scheduled for the final half 
of the year. 

Tribune grocery linage during 
the first six months also set new 
records. The paper carried 1,143. 
747 lines of general food advertis. 
ing during the period, up 11% over 
the linage carried during the same 
six months of 1949 and more than 
the total for the entire year of 
1946. 


GOOD HOUSEKEEPING 
increases sales 

1431, 

for Ralphs chain 


Ralphs Grocery Company, one of the largest 


25,000,000 women know — the product that has it, earns it. 


food retailers on the West Coast, 


a 


hy RZ 


[3 
x 


with 32 stores in the Los Angeles trading area, devoted their 


entire efforts for two weeks to an exclusive promotion of 


GOOD HOUSEKEEPING Guaranteed products. Sales increases 


set a new high in the food and grocery field. 
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P Begins Drive is 
nt Canadian Coal Drive Os tion. fo as __ | Coral Gables mn 
’ Wa inracite Institute, New York, Hills Br Coffee ge a ag ge Sige The ety, of — + ee i Ti é Sd 
: isi d newspapers pape suppiemen y a has launc a 3, outdoor; . 
Se et Onierio. pt Quebec Star ts N ews r trade and farm publications, and campaign to proclaim the com- in St Paul 
= for its hard coal promotional pro- Dri NextM th dealers will be supplied with dis-| munity as the “Showplace of . 
° ram which will begin soon in rive Ne@xX on play materials and mats. Greater Miami.” Officials said the 
ber €anada. The ads also feature the San Francisco, Aug. 16—Hills| The San Francisco office of N. oy. hy Eng — In January, 1949, 1.2% of the 
ke aa ’ ° rou. ’ “Te . 
of 98 ie 00 SS er eaenaiie hook Bros. Coffee Co. will open an ad-| W. Ayer & Son handles the ac-) i, the Miami area. The city will| families in the St. Paul Market 
ed oe J. Walter Thompson Co., To-| vertising campaign during the first count. also distribute booklets to hotels, od talectel ts. On 
coal ~ Ae the agency. week in September in more than and advertise in national travel | Wned television sets, One year 
, ‘ 2 525 newspapers in its sales area.| Merge ~ af ag ge magazines. later this ownership figure 
Roberts eimers | All the ads will be built around} General Foods Corp. has grou : ; al? 
SS Pee Nem rig nl Inc., New|the theme: “Make friends with| sales for its Diamond Crystal and| Royal Metal Buys DeLuxe Co. | jumped to 10.8%. With this in- 
*T york, has been named to handle} Hills Bros. friendlier flavor.” Colonial salt divisions of a ae Royal Metal Mfg. Co., Chicago,| .43c6 in ownership it is inter- 
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1 half 7 4 magazines will be used. Coast and the Midwest. A dozen| manager. Gerhard G. Exo is ad-| been named general manager. The and here is how St. Paul fam- 
- other b&w ads in 20,40 and 60-inch | vertising and sales promotion man-| purchase involved all property, in- ili televisi ts by in- 
: Apple Assn. Plans Drive sizes are scheduled to run on a| ager for the Diamond Crystal-Co-| cluding land, buildings and equip- | #les Own television sets by in 
a ne newly formed Western New | weekly basis through November. _| !onial salt division. ment. come groups. 
’ Assn., Ro- i i theme, carried 
i , Hg opt pomp newspapers oo er of ‘our Andersen Names is & Co. Picks G. & Rogers Per Cent of St. Paul Families 
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ov i d . : ” ’ ’ ” : 
‘oa oo Poe - iz ho ‘valved for the first time. The former S handle advertising for Ander-| building materials, has named Annual Family Income Groups 
»than § through the voluntary allocation theme, ‘Everybody Likes Hills} son's frozen split pea soup. Tele-| Gray & Rogers, Philadelphia, to] Under $2,000 3.3% 
| of funds from the sale of apples to| Bros. Coffee,” is carried in the new| vision is the major medium to be} handle its advertising. Trade pub- $2,000 to $3,999 10.0% 
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pir g - Guaranteed Brands to Be Featured in Crates: Program 
As a ca aia tis z Los AnteREKHIneT In order to get a general 
’ ~~ ene, ee RALP ge GOOD HOUSEKEEPING idea of how families in the 
Por sdk by pa market were disposed to tele- 
Good Househset doe JOIN HANDS IN VALUE EVENT! vision, a “planning-to-buy” 
WO? as gyernt i? “ >, bert Quality Guarantee of * s 
ae tees 4254 co eae question was asked. Here is 
CUlMeree? = ene ‘” ' what was found comparing 
P a. ce ‘o & | : 
tegen peo + January 1950 with January 
aa ede : 1949. 
a Tie : 
ae cuca 4¢ St. Paul Families Planning 
Pie ae Go ee To Buy Television Sets 
goss ep 1950 1949 
Already own.... 10.8% 1.2% 
Planning to buy. 
een 7.7 2.1 
Be iets ae 45.6 81.7 
Don’t know.. 35.9 15.0 
When the families who said 
they did not intend to buy or 
did not know were asked why, 


some very interesting reasons 
were offered. Most common 
were: “Prices too high”, “Not 
interested”, “Not perfected”, 
“Poor programs”, “Hard on 
eyes’, “Waiting for color”, 
“Lack of room in the house”, 
“Interested but not sure”, and 
“Too busy”. 

Make of set owned was also 
included in the study. 

The above television data is 


WINDOWS AND INTERIORS IN ALL 32 STORES featured 
the Good Housekeeping Guaranty Seal and GOOD 
HOUSEKEEPING Guaranteed products in windows, 
on counters and aisle ends. 


MORE THAN 40 PAGES OF NEWSPAPER ADVERTISING 
were devoted to GOOD HOUSEKEEPING Guaranteed 
products, including a six page section in the Los Angeles 


Examiner only one of the 150 classifica- 
et oe tions studied in the 1950 Con- 
HUNDREDS OF WOMEN ATTENDED RADIO SHOW eat St et sumer Analysis of the St. Paul 


Broadcasts over KHJ, Los Angeles, blanketed southern 
California with the GOOD HOUSEKEEPING sales 
story. 


Market. These classifications 
cover brand preferences for 
foods, soaps, toiletries, bever- 
ages, home appliances and 
general consumer buying hab- 
its. If you are looking for per- 
tinent information concerning 
your product in the St. Paul 
Market, send for this research 
report today. Write General 
Advertising Department, St. 
Paul Dispatch-Pioneer Press, 
St. Paul 1, Minnesota, or Rid- 
der-Johns, Inc. with offices in 
New York, Chicago, Detroit 
and Minneapolis. 
( ADVERTISEMENT ) 


RESULT: “The Seal-bearing items advertised showed an 
average increase of 143 per cent over normal,” reports 
Albert Ralphs, Jr., Vice-President of the chain. 


proof again 


,, OOD HOUSEKBEPING roi 


The Homemaker’s Bureau of Standards 9.971.000 readership 
57th Street at 8th Avenue, New York 19, New York 
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$250,000 Budgeted 
by Greyhound Lines 
for Fall Campaign 


CLEvELAND, Aug. 15—Plans for 
Greyhound Line’s record $250,000 
fall campaign were laid before key 
personnel from four Greyhound 
bus companies in a campaign pre- 
view here. 

Attending the Aug. 11 session 
were 150 representatives of the 
Pennsylvania, Central, Great 
Lakes and Capital Greyhound 
lines, together with representa- 
tives of Beaumont & Hohman, 
Greyhound agency. 

The group discussed the six- 
week effort, opening Sept. 14, in 
which the 13 affiliated Greyhound 


lines will cooperate in their most 
ambitious effort yet to spur au- 
tumn bus travel. The campaign 
theme, “Great Fall Roundup of 
Travel Bargains,” is to be fea- 
tured by all media, including 
newspapers, magazines, radio, tel- 
evision, direct mail and point of 
sale and display materials. 

The campaign was prepared by 
the Cleveland and Chicago offices 
of the agency. 


Whitehall Signs as Sponsor 
Whitehall Pharmacal Co., New 
York, has signed to sponsor the 
Tuesday and Thursday broadcasts 
of the Columbia Pacific Network 
program, “The Harry Babbitt 
Show,” at 7:45 to 8 a.m., effec- 
tive Sept. 5. The series will pro- 
mote Anacin. Duane Jones Inc., 
New York, is the Whitehall agency. 


Purolator Promotes Abeles 
James D. Abeles, formerly as- 
sistant to the president, has been 
named vice-president and general 
manager of Purolator Products 
Inc., Rahway, N. J., manufacturer 
of automotive oil filters and other 


filtration equipment. He has been || 


with Purolator since 1940. 


Raab-Meyerhotf to Korn 

J. M. Korn & Co., Philadelphia, 
has been named to handle the ad- 
vertising of M. H. Raab-Meyerhoff 
Co., Philadelphia, maker of Nelvo 
shirts and sportswear. Dorland 
Inc., New York, formerly serviced 
the account. 


WCLE Changes Call Letters 

WCLE, Clearwater, Fla., has 
changed its call letters to WPIN, 
in order to emphasize its service to 
Pinellas County. 
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Editor's Aid 
e FOR A GREAT many years, the 
National Assn. of Manufacturers 
paid a curious sort of lip service to 
the craft of industrial editing. It 
embarked upon a variety of luke- 
warm campaigns of assistance, and 
patted editors on the heads, like 
the school principal at commence- 
ment, every time it seemed pru- 
dent to do so. 

Over a period of time, quite a 
few editors learned to look upon 


PCa acta Nie bees 


ee a > ae 


oe 
, “ rg 
B 


Be Re eg ET eens 
OR i ill a ai - 


% 


, ae wi Oe 
a * See? : 
eaitliee eg 


siete: 


SC MGER A SBE SCG 58°83 


Automotive Business? Clicking — 532,385 Times! 


haar traffic-counting box you see above is 
one of 14 which measure traffic flow in 
Washington, D. C., for highway planning engi- 


neers. 


Last June, during a 24-hour period, 
these boxes clicked 532,385 times . . 


. an im- 


pressive indication of activity by drivers of the 
329,921 automobiles registered in the metropoli- 
tan* Washington area, as of June 30, 1950 (an 
increase of 32% over 1949). 


For automotive advertisers metropolitan Wash- 
ington, with its many fast-growing and bustling 
suburban areas, is a top-quality market. To 


*District of Columbia, City of Alexandria, and Montgomery, 


Prince Georges, Arlington and Fairfax counties. 


Figures in- 


clude estimates for Montgomery and Prince Georges. 


sell this market advertisers consistently pick The 


Washington Star first. 


In the first six months 


of 1950, for example, The Star’s 758,996 lines 
of automotive display was 25.6% higher than 


the next Washington paper. 


For the most effec- 


tive coverage of this thriving automotive market, 
make The Star your No. 1 salesman. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 


xington Ave., 


Tower, Chicago 11. ember: 


C 16; The John E. Lutz Co., Tribune 
Bureau of Advertising 


ANPA, Metropolitan Group, Audit Bureau of Circulation. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 


Employe Communications 


How to Win Friends Among Your Workers 


By Rosert NEwcoMB and Marc SAMMONS ————__] 


the overtures of the NAM in the 
field of communication with some 
distaste, and to see to it that its 
transparent handouts on capital- 
ism experienced the briefest pos. 
sible interruption on the way to 
the waste-basket. 

What always made the lip sery. 
ice curious was, and is, the fact 
that management has certainly one 
of its strongest media of com- 
munication in the company pub- 
lication for employes, yet the NAM 
seemed almost totally unaware of 
it. The employe publications the 
NAM appeared to hold so lightly 
were controlled by, and published 
by, many NAM members. A cam- 
paign of assistance to the craft has 
been in order for 20 years. 


e It is refreshing, therefore, to be 
able to report that the NAM seems 
now to have extended a welcom- 
ing hand to the profession of in- 
dustrial editing, with a monthly 
“Service for Employe Publica- 
tions.” It is a large and leafy pre- 
sentation of current methods in 
employe publication practice. It 
is well illustrated with examples, 
and full of helpful tips. It pro- 
vides a form of recognition for 
those industrial editors whose 
products, in the NAM view, ap- 
pear to be worthy of mention. It 
suggests types of stories, even to 
the point of outlining the picture 
requirements of the suggested 
articles. For the _ scissors-and- 
paste-pot type of operator, there 
are even completely written ar- 
ticles in one of the rear sections, 
ready to be clipped and sent to 
the printer. 

Illustrations and mats are avail- 
able without cost, and in some is- 
sues the service has offered cover 
drawings. The whole bundle is 
sent upon request to interested 
editors and others through ap- 
plication to Richard R. Bennett, 
director of the NAM newsroom 
and editor of the service. The ad- 
dress is National Assn. of Man- 
ufacturers, 14 W. 49th St., New 
York 20. Bennett, a former news- 
paper man, has brought editorial 
know-how and horse sense to one 
problem crying for solution. 


e The job will have been com- 
pleted when the NAM, and other 
management associations, con- 
vince American industry of the 
need for good employer-employe 
communication. Too many employ- 
ers, sitting intently at management 
conferences on communication, re- 
solve to strengthen their own pro- 
grams, but leave the resolution at 
the door on the way out. 


Porter Names Mulheren 


John A. Mulheren, formerly 
manager of sales promotion and 
market research of Chemical En- 
gineering and Food Industries, has 
been named to the newly created 
position of advertising manager 
of H. K. Porter Co., Pittsburgh. 


Oesterrich to Harnischfeger 


William F. Oesterrich Jr., for- 
merly in the advertising depart- 
ment of the Milwaukee Journil, 
has been appointed in charge of 
advertising and publicity of the 
houses division of Harnischfeger 
Corp., Port Washington, Wis. 


Elected to CCA 

Air Transportation, published by 
Import Publications, New York, 
has been elected a member of the 
Controlled Circulation Audit. The 
air cargo monthly, which begat 
publication in 1942, has a circula- 
tion of about 8,000. 


Bakery to Ecoff & James 
Koehler & Fretz, Lansdale, Pa. 

bakery, has placed its advertising 

with Ecoff & James, Philadelphia 
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PIB Says Net TV 
Jumped 230% in 
First Half Year 


New York, Aug. 17—“Publishers 
Information Bureau Extras”—a 
newsletter published »by PIB for 
account executives in agencies— 
last week detailed, for the seven 
PIB classifications, what happened 
during the first half of 1950, in 
which farm magazines, newspaper 
magazine sections, and television 
showed gains, while network radio 
and magazines racked up losses. 

The loss for magazines was 1%, 
for network radio 4%. Network TV 
jumped 230%, newspaper maga- 
zine sections were up 9%, and 
farm magazines climbed 2%. 

The shifting pattern of adver- 
tisers’ expenditure was evident in 
each classification: 


s APPAREL—Total expenditures 
for four media,fell 13%. Magazines 
were off 14%, but they continued 
to get 88% of the field’s expendi- 
ture. Cluett, Peabody & Co. spent 
28% more than in the first half 
of 1949, 48% more in magazines, 
and cut supplements and TV. Tex- 
tron Inc. cut 1949 expenditures 
51%. Goodyear’s Neolite and Flor- 
sheim were the only two of the 
top shoe companies to show an in- 
crease in expenditures. 

BuUsINESS-FINANCIAL—Total ex- 
penditures were up 4% for all 
media, with magazines and TV 
showing gains. Network radio took 
a 9% drop in this classification, 
due largely to insurance company 
cuts. Book publishers increased 
expenditures, with Doubleday & 
Co. up 129%. 

Drucs & TOILETRIES—Total ex- 
penditures were up 5%, with only 
network radio down (TV gained 
263%). Andrew Jergens Co. spent 
68% more, about half going into 
magazine sections of newspapers. 


s Foops & BreveRAGES—Total ex- 
penditures were up 6%; magazines 
were off 1%; network radio up 
2%; farm papers up 6%; supple- 
ments up 22%; TV up 436%. Kel- 
logg Co. increased its expenditure 
66%, largely due to newspaper 
magazine sections, and General 
Foods boosted expenditures 34%, 
with both companies heavy in 
television. Seagram Distillers ad- 
vertising was down 4% in these 
media, and Hiram Walker-Good- 
erham & Worts was up 23%, with 
National and Schenley virtually 
even with last year. 

GENERAL (tobacco jewelry, 
smoking materials, motion pic- 
tures, pets)—Total expenditures 
were up 5%, but magazines were 
off 7%, while other media showed 
gains. Of the cigaret companies, 
only Philip Morris did not use 
Magazines, and R. J. Reynolds— 
which cut magazines 36%—boost- 
ed newspaper magazine expend- 
itures from $22,250 to $500,225, a 
mere 2,148%. Only Brown & Will- 
lamson was inactive in network 
TV, but the other leaders showed 
huge percentage increases. 


& TRANSPORTATION-AGRICULTURE— 
Total expenditure in these media 
was off 2%, with only TV show- 
Ing an increase (285%). General 
Motors and Ford boosted expendi- 
tures, but Chrysler cut expendi- 
tures 20%. Goodrich, largely due 
to TV, boosted its advertising for 
the period 48%. Gulf Oil Corp. 
showed a 13% increase. 
BuitpInc—Total expenditures 
were off 1%. Magazine sections 
rose 6%, TV gained 142%. General 
Electric, Phileo and Westinghouse 
all spent less than last year for 
appliances, although Philco raised 
its radio and TV set budget 5% 
(Admiral raised its expenditures 
133%). Procter & Gamble showed 


a 7% increase, over-all, but put 
79% more money into newspaper 
magazine sections, and boosted TV 
expenditures 305%. P&G magazine 
expenditures were off 10%. 


Miller Appoints Pierson 


John J. Pierson has been named 
sales manager of the northwest 
division of Russell-Miller feeds, 
Russell Miller Milling Co., Minne- 
apolis. He will represent the com- 
pany in Minnesota, Wisconsin, 
Iowa, South Dakota and Nebraska. 


‘Ladle’ Plans Heating Issue 

Effective with the September, 
1950, issue, Ladle, New York, 
official monthly publication of the 
New York State Assn. of Master 
Plumbers, will launch an annual 
heating issue. This new heating 
issue, which will be devoted solely 
to articles dealing with the latest 
developments in the heating field, 
brings the total special issues each 
year to three—the other two be- 
ing the convention issue and the 
Christmas issue. 


3M‘s Appoints Three 

Leonard A. Johnson has been 
named sales manager for main- 
tenance and contracting trades in 
the electrical sound recording 
tape division of Minnesota Min- 
ing & Mfg. Co., St. Paul. He had 
been West Coast sales head for 
the division in San Francisco. M. 
D. Benson, formerly with the Buf- 
falo office, succeeds Mr. Johnson 
on the coast. A. D. Steele has been 
named sales supervisor for elec- 
trical and sound recording tapes 
in the St. Paul area. 


Appoints Cooper Agency 

Thera-Plast Co., New York, 
manufacturer of therapeutic mat- 
erials, has named Cooper & Mey- 
ers Associates, New York, for ad- 
vertising in business papers and 
direct mail. 


Paul to Strauchen & McKim 
Howard M. Paul, formerly 
assistant radio director of Batten, 
Barton, Durstine & Osborn, Chi- 
cago, has been named radio-tele- 
vision director of Strauchen & 
McKim, Cincinnati agency. 


... for new sales impact 
and punch in broadsides, 
booklets, house organs or what 


have you. Serve them up on 
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@ Here's another recipe 


it takes and makes a better impression 
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clean white’>Hudson Gloss. It’s International's smooth process coated 


book paper... perfect for flatbed or rotary presses, with single or multi-color... 


a great performer from every angle, including economy. 


INTERNATIONAL PAPERS 


for printing and converting 
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there’s ONLY ONE WAY 
you can do the 


ax. more than 9 out of 10 
Salt Lake City and County Homes! 


Represented Nationally by O'Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, inc. 
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Austrian Adman Startled at Importance 
of Advertising to American Business 


Cuicaco, Aug. 17—“My company 
spends 0.01% of its budget for ad- 
vertising, and that gives me plenty 
of money to work with.” 

No, that isn’t an American ad- 
vertising man talking. 

But according to Frid] L. Stein- 
er, advertising manager in Vienna 
of the Austrian Tobacco Co., 0.01% 
of his company’s budget gives him 
enough money to conduct sales 
lessons, produce radio shows and 
motion pictures, and run a full 
newspaper, magazine, radio, car 
card and outdoor schedule. 

Representing Austrian Tobacco 
Co. at the First U. S. International 
Trade Fair here, Mr. Steiner said 
that he was amazed by American 
advertising methods, particularly 
in the vicinity of New York’s 42nd 
and Broadway. 

“Those lights are wonderful,” he 
exclaimed, “but in Austria we 
would not want to display where 


WANT TO WIN A NEW 


CADILLAC CONVERTIBLE? 


FIRST GRAND PRIZE 


Winner will receive a new 1951 Cadillac Convertible (illustration above 
shows 1950 model) on or about January 15, 1951, or as soon there- 
after as manufacturer can make delivery under existing conditions. 


WANT TO WIN 
New Zenith pacoagumatianns Contination? 


WANT TO WIN 
Two-Week Bermuda Vacation for Two? 
SECOND GRAND PRIZE 


Includes de luxe ac- 
commodations, New 
York to Hamilton 
and return, on Fur- 
ness Line’s Queen of 
Bermuda; 9 days, 
with meals, at luxu- 
rious Princess Hotel; 
private car and driv- 
er for sightseeing. 


A 14-kt. solid gold Ronson lighter 

(or Martin ‘‘60”’ outboard motor), 
a 34-piece set of sterling silver (Gorham, Oneida 
or Wallace), a Zenith Universal portable radio? 
They’re the 1st, 2nd and 3rd monthly prizes in each 
month’s Cosmo-Quiz for September, October and 
November, with 300 more prizes each month for run- 
ners-up—a grand total of 912 awards worth $9700. 


Just enter Cosmopolitan Magazine’s 
bigger, better, Cosmo-Quiz, inaugu- 
rated in 1949 and repeated now by popular request. 


The first of three 1950 Cosmo- 
Quiz double spreads will appear in 
the next issue of the publication you are now reading. 
Each spread will include entry blank, statement of 
rules and a simple 15-question quiz based on fiction, 
articles and features in the September, October and 
November issues of Cosmopolitan. Send: in your entry 
for one month’s quiz,or enter all three to improve 
your chances of winning the exciting grand prizes. 


THIRD GRAND PRIZE 
Breakfront cabinet, 
with doors, in Chip- 
pendale period, fin- 
ished in swirl mahog- 
any. Huge 238 square 
inch televisionscreen, 
Armstrong FM and 
standard broadcast 
radio, 3-way automa- 
tic record changer. 


You’re eligible to participate if you 
work for a national advertiser or an 
advertising agency — your wife, sons and daughters, too. 


WH y The aim of the Cosmo-Quiz is 


simply to expose our product to 
you who prepare, place and pay for national adver- 
tising. Believing that the best magazine reading today 
is found in the pages of Cosmopolitan, we are merely 
providing an attractive incentive for you to make this 
discovery for yourself—so you may profit accordingly. 


for the 


there are so many other advertis- 
ers. Here it is noticeable if your 
company’s name is not there, while 
in Europe we want to show that 
it is. So we pick out a place where 
there are no other advertisements,” 


s In pointing to another big dif- 
ference between American and 
European advertising methods, he 
explained that his company is pri- 
marily interested in the art work 
of its ads and in forcibly present. 
ing the brand name with a mini- 
mum of copy. 

“Of course, we are a government 
enterprise and have no competi- 
tion,” Mr. Steiner added, “so 75% 
of our advertising is what you call] 
public relations.” He displayed 
what he called a highly successfy} 
ad that played up the theme of 
how buying cigarets means more 
money for the government, there- 
fore better living for the people. 

He had special praise for the 
Container Corp.’s highly artistic 
ads, which follow the European 
technique of presenting a quality, 
eye-catching illustration along 
with the company name. 


ws “Our radio advertising has to 
be disguised,” Mr. Steiner related. 
“For example, on the radio we’re 
allowed only a total of 40 minutes’ 
advertising out of the entire radio 
day, and then only at times when 
there are few listeners, such as 
early in the morning or late at 
night. If it’s a music program, we 
may play songs that have some- 
thing to do with smoke, and then 
finish the program by casually 
mentioning that people enjoy 
smoking our brand.” 

Most Austrian magazines and 
newspapers limit advertising to 
20%-30% of the total space, and 
50% is a maximum. Magazine 
rates range from $80 to $200 in 
American money for a four-color 
back cover, depending on the mag- 
azine. Radio time averages $80- 
$90 for a half hour, and one-eighth 
of a newspaper page costs about 
$40. 

As part of his advertising de- 
partment, Mr. Steiner has a mobile 
unit that travels around the coun- 
try giving selling lessons to the 
16,000 government-licensed tobac- 
co dealers, all of whom are wound- 
ed war veterans. 

His prewar experience with a 
film company has proved useful, 
for the ad department also has to 
produce films and radio shows. 
After serving in the army, Mr. 
Steiner founded the Austrian To- 
bacco Co.’s first advertising de- 
partment in 1945. 

Lately, he said, the American 
influence has been felt in Euro- 
pean advertising, and he held up 
a poster showing a handsome 
young man and a beautiful woman 
smoking one of his company’s 
cigarets. 

To measure the success of his 
advertising, Mr. Steiner uses the 
survey department of the Institute 
of World Trade in Vienna. 

When asked what impressed him 
most about American advertising 
on this, his first, trip to the U. S., 
Mr. Steiner replied, “Its size and 
importance. In Europe it is just 
something, but here it is every- 
thing.” 


EUROPEAN COMMISSION 
OPENS NEW CAMPAIGN 


Cuicaco, Aug. 15—A $350,000 

U. S. campaign using 16 metro- 
politan newspapers, 11 magazines 
and seven trade publications has 
been launched by the European 
Travel Commission to promote 
travel to Europe during the fall- 
winter-spring seasons. 
The magazine and trade ads be- 
gan last month and the newspaper 
drive will get under way Sept. 10 
in roto and magazine sections. 


A committee of the Organization 
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for European Economic Coopera- 
tion, ETC was formed by 18 Mar- 
shall Plan nations to bring more 
American dollars abroad and help 
European countries pay for U. S. 
imports. But just as important, it 
has given the American tourist a 
break. 

By encouraging “off-season” 
travel, ETC helps the tourist take 
advantage of lowered prices and 
petter accomodations. It has re- 
sulted in planned travel, better 
transportation and the elimination 
of border red tape. 


s According to Birger Norholm, 
ETC chairman who represented the 
commission at the U. S. Interna- 
tional Trade Fair here, “purpose- 
ful travel” is one of ETC’s main 
goals. Emphasizing that ETC is 
not in the travel agency business, 
he explained that “our job is to 
stimulate interest, then refer in- 
quiries to the right channels, such 
as travel agencies and transporta- 
tion companies.” 

Mr. Nordholm, who is director 
of the Swedish National Travel 
Office, said that ETC is especially 
desirous of helping groups or in- 
dividuals interested in a particular 
phase of European life to plan 
their trips. By having the nations 
joined together in ETC, such 
planned, purposeful and money- 
saving tours may be arranged. 

Started last month and sched- 
uled to run through December, 
two-thirds and half-page ads play- 
ing up the economy and interest 
themes are being placed in Amer- 
ican Magazine, Atlantic Monthly, 
Cosmopolitan, Esquire, Harper’s 
Magazine, Holiday, House Beauti- 
ful, House & Garden, The New 
Yorker, Pathfinder and The Satur- 
day Evening Post. 


a Pages and half pages are being 
used alternately from July through 
December in Asta News, Cruise & 
Tours Everywhere, Let’s Go, Of- 
ficial Steamship & Airways Guide, 
Travel Agent, Travel Item and 
Travel Trade. 

Beginning Sept. 10 and running 
every other week through Decem- 
ber, 375-line space will be used 
in rotogravure sections of the 
Baltimore Sun, Boston Globe and 
Herald, Buffalo Courier-Express, 
Cleveland Plain Dealer, Chicago 
Tribune, Detroit News, Houston 
Chronicle, Los Angeles Times, 
New York News, Philadelphia In- 
quirer, San Francisco Chronicle 
and Washington Star. 

The same schedule is being used 
in magazine sections of Christian 
Science Monitor and the New 
York Herald Tribune and Times. 
J. M. Mathes Inc., New York, is 
the agency. 


Kodak Publishes Booklet 
on Film Reproductions 


Eastman Kodak Co., Rochester, 
N. Y., has published a 16-page 
booklet, “Modern Drawing and 
Document Reproduction,” to out- 
line photographic materials and 
methods for improving legibility 
of reproduced drawings and docu- 
ments. 

The booklet gives information 
on reproduction of tracings, blue- 
prints and opaque drawings on pa- 
per, film and cloth. Additional data 
IS given on reproduction of busi- 
ness forms, correspondence and 
card records. Microfilm equipment 
ls covered with projection materi- 
als for making prints from nega- 
tives and for making change-of- 
Scale copies. The booklet is avail- 
able without cost from the indus- 
trial photographic division of the 
company. 


CKNW Promotes Baldwin 

Phil Baldwin, in charge of the 
merchandising department of 
CKNW, New Westminster, B. C., 
has been appointed director of na- 
tional advertising. 


Appoints MacKenzie Agency 
MacKenzie Inc., Minneapolis, 


has been appointed to handle the 
advertising of Minneapolis Knit- 
ting Works, Minneapolis. 


Wall Joins Sales Statf 


Curtis K. Wall, formerly as- 
sistant quality control engineer 
for Sylvania Electric Products Inc., 
has joined the distributor sales de- 
partment, radio tube division of 
Sylvania. He will specialize in 
distributor sales promotion for 
radio receiving and TV picture 
tubes, test equipment and electron- 
ic products. 


Forrest Gets Boost 

Richard E. Forrest, formerly 
creative supervisor, has been 
elected vice-president in charge 
of creative services of Victor A. 
Bennett Co., New York. Mr. For- 
rest has been with Bennett since 
March, 1949. 


Denver Convention Site 

The Advertising Assn. of the 
West will hold its 1951 convention 
in Denver, June 17-21. Grover 
Kinney, Advertisers Distributing 
Service, has been appointed gen- 
eral convention chairman. 


Four A’s Obtaining 
Support in Fight on 
Objectionable Copy 


New York, Aug. 15—A program 
designed to encourage wider par- 
ticipation in its Monthly Inter- 
change of Opinion on Objection- 
able Advertisiiu.g has been 
launched by the American Assn. 
of Advertising Agencies. 

One purpose of the program is to 
check advertising attempting to 
capitalize on fear of shortages or 
which makes objectionable use of 
defense themes. 

The Four A’s has made several 
moves to encourage wider par- 
ticipation in the program: 

1. It has offered a new folder, 
“How You As an Individual Can 
Help Reduce Objectionable Adver- 
tising,” to member agencies for 
distribution to key personnel. To 


date, more than 1,800 copies have 
been requested. 

2. It has invited leading non- 
member agencies to take part, and 
more than one-third of those in- 
vited have already accepted. 

3. A number of national adver- 
tising associations, which were sent 
information on the interchange, 
have expressed support for the 
project. 

When the Four A’s is informed 
of the appearance of objectionable 
advertising it notifies the agency 
concerned that complaints have 
been received. 


Thurston Joins Shaw 

Howard Thurston, for many 
years store manager and store 
group supervisor with Sears, 
Roebuck & Co., has been ramed 
associate publisher of Shaw Pub- 
lications Inc., New York. He will 
assist in the editing, merchandising 
and publishing of My Baby and 
Shaw’s Market News. 
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Chirurg Makes Changes 

Diana Voss, formerly § space 
buyer for periodicals at James 
Thomas Chirurg Co., New York, 
has been named space buyer for 
all printed media. Jean Page, for- 
merly newspaper space buyer, has 
been appointed assistant to Ed- 
mund J. Shea, radio and television 
director. 


Kelbert to Austrian Agency 

Kelbert Watch Co., New York, 
has named Ray Austrian & Associ- 
ates, New York, for advertising in 
consumer magazines and business 
papers. Kelly, Nason Inc. formerly 
serviced the account. 


FREE! Increase readership of 


Used . 
Nothing like them anywhere. 
100 new subjects monthly. 
Low cost Mat or Glossy Print 
plan. Write for new FREE 
roofs No. 13. No obligations. 
Inc., 10 EB. 


A " be 
38 St., New York 16, N. Y. 
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farm homes 


we farmers are mildly inter- 
ested in knowing what farmers 
in Pennsylvania, Georgia and 
Oregon are up to. But they’re 
vitally concerned about what 
their close-by neighbors are 


doing. The favorite place for 


Iowa farmers and their home- 
makers to “meet” their neigh- 


Opens 9 out of 10 
of lowa’s best 


TING) 


to 


your sales message 


bors—to get and exchange ideas—is in the columns 


of Wallaces’ Farmer and Iowa 


Homestead. Here the 


views they read are their own, the news is local... 
or bears directly on local problems. 


""Depended On Most" By lowa Farmers 


That’s why Iowa farm people depend on Wallaces’ Farmer and 
Iowa Homestead as their best source of information . . . for 


and about themselves. The articles 


and features on the left 


illustrate why they vote overwhelmingly for Wallaces’ Farmer 
and Iowa Homestead as the farm publication they depend on 


most for information: 


1. On care and use of farm 3. 


On corn, other field crops. 


machinery. 4. On — 
2. On livestock ond poultry east bk 5: cine tal 
disease. 5. On poultry keeping. 


Leadership proved by every standard of measurement—Get a 
copy of InFARMation Please, a survey of information sources for 
lowa farm men and women made by lowa State College, and see 
how—and why—Wallaces’ Farmer and lowa Homestead is so 
welcome in 9 out of 10 of lowa's best farm homes. These homes are 
READY for your sales messages. Let Wallaces’ Farmer and lowa 


Homestead deliver themt 
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Variety Store ‘49 
Sales High, But Net 
Earnings Drop 14% 


Boston, Aug. 16—Sales volume 
of limited price variety chain 
stores last year was only 0.4% 
lower than 1948’s record high, but 
final net earnings declined 14% 
as rising dollar expenses conflicted 
with receding margins, according 
to the 19th annual report of the 
Harvard Bureau of Business Re- 
search on variety chain stores and 
independents. 

Independent stores did not fare 
as well as the chains, according 
to the report. With sales off 5% 
and expenses increased, they re- 
ported that combined earnings for 
49 were 22% under ’48 earnings. 

Total sales for 42 variety chains 
operating 5,920 stores were $1,- 
981,913,000, or an average of $335,- 
000 per store, a decrease of 1.5% 
from the previous year. In °48 
average sales had risen 6.1% over 
the ’47 figure. 


Best Buy in 
~ SOUTHERN © 


NEW ENGLAND 


FAMILIES 
in the WTIC 
BMB" Area 

spend each year 
$2,317,525,000 
in retail outlets 
$606,589,000 
in food stores 
alone! 


SUGGESTION — For complete WTIC-BMB 
Study call Weed & Co. 


PAUL W. MORENCY 
Vice President-General Manager 
WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 
WTIC'S 50,000 WATTS 
Represented nationally by 


WEED & COMPANY 


*BMB Study No. 2, 1949 
**Copyright Sales Management 
Survey of Buying Power, May 10th, 1950 


aoe * 
PAE PROSPECAQVS . 
RN EW ERGARMS 
MARKER 


Salary and wage expenses rep- 
resented 17.3% of chains’ net sales 
in ’49, compared with 16.8% in ’48, 
while tenancy costs rose from 5.5% 
to 5.8%. Net operating profit fell 
from 7.9% of sales to 6.4%, mainly 
because of the increased salary 
and tenancy costs. Net profit after 
taxes last year was 5.4%, com- 
pared with 6.3% in 1948. 


e Of 61 independent merchants 
operating 77 stores that participat- 
ed in the survey, only 41 reported 


figures for both 1948 and 1949. 
Sales of the 41 stores decreased 
from $4,169,000 in ’48 to $3,978,000 
last year, and average sales per 
store fell from $93,000 to $88,000. 

This was a less favorable record 
than that of the chains, but a more 
satisfactory performance than ex- 
perienced by small department 
stores, which lost an average 12% 
of sales volume in 1949. 

The independents’ rise in ex- 
penses paralleled that of the 
chains, with salaries and wages 


rising from 15.7% of net sales in ’48 
to 17.1% in ’49, and tenancy costs 
going from 2.6% to 3.0%. Net op- 
erating profit before taxes dropped 
from 6.6% to 4.9%: 

Profits after taxes could not be 
computed, as 90% of the indepen- 
dents are unincorporated, and 
partners and proprietors are per- 
mitted to combine their personal 
and business income for tax pur- 
poses. 

Other information on variety 
chains and independents included 


ieee 
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in this 62-page booklet (price $2) 
consists of comprehensive charts 
and tables analyzing operating 
results, plus detailed analyses of 
trends for the chains, and yard. 
sticks used in measuring operat. 
ing results of both chains and ip. 
dependents. 


Rug Concern Changes Name 

Libertyville Textiles Inc., Chi. 
cago, maker of Tumble-Twist cot- 
ton floor coverings, has change 
~ name to Tumble-Twist Mills 
ne. 


Tu Just six months... . 


————_ 


FLEET OWNER’S PAI 


This is Fleet Owner’s answer 


*k to those who said that the truck industry would not pay for a publication. 


> This is performance in a field where controlled circulation was the general rule. 


This is accomplishment in a field where 9 magazines combined 
* (Association publications excluded) can’t match Fleet Owneér’s unadulterated paid circulation. 


> This is an unprecedented achievement...a landmark in the field of publishing. 


With FLEET OWNER... The Reader is The Boss 


All circulation is “controlled.” But we believe control 
should rest with the reader, not the publisher. Because 
only paid circulation provides the advertiser with a 
consistently dependable yardstick to measure reader- 
ship coverage. 


That’s why, from the start, we planned a book readers 
would find so informative, so interesting, so worthwhile, 
that they would pay for it, rather than be without it. 


How Big?...How Soon? 


While converting from free to paid, Fleet Owner will 
deliver an average of over 26,000 copies. 


The ultimate circulation level will be set by the num- 
ber of influential people in the industry who find the 
magazine so helpful, that they are willing to pay for 
what they get. 


As paid subscriptions are added, free circulation will 
be dropped. Meanwhile, free copies will go to impor- 
tant individuals with fieets as yet not covered by paid 
circulation. 


Fleet Owner’s bold new paid circulation curve in- 
sures a degree of live, interested readership never 
before available in the truck field. It means greater 
power for your advertising in the prosperous, fast- 
growing truck market. 


26,000 COPIES 
While converting from free to paid, 
FLEET OWNER will deliver an av- 
erage of over 26,000 copies for the last 
six months of 1950. 
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€ $2)8 porland Gets Promotion 
chars of Finance Service 
rating General Acceptance Corp., New 
eS of) york, has appointed Dorland Inc., 
yard-{ New York, to handle advertising 
perat-— for its personal and industrial 
id in-§ financing services, effective Sept. 
) 
The account formerly was han- 
ne dled by Ernest Davis & Co., which 
Chi.§ will be merged with the Dorland 
t cot. agency Sept. 1. Ernest Davis, head 
ange of the Davis agency, has been 
Mills named administrative vice-presi- 
dent of Dorland. 


To Get TV Net in September 


H. S. Dumas, president of South- 
ern Bell Telephone Co., said that 
by Sept. 30 coaxial cables should 
be ready to carry network televi- 
sion from New York, Washington 
and other eastern points to Greens- 
boro, N. C., Charlotte, N. C., At- 
lanta, Jacksonville, and Birming- 
ham. 


No Change in New Rate Cards 


Northwest Lumber & Building 
Material Degler and Iowa Lumber 


& Building Material Dealer, Min- 
neapolis, have issued new rate 
cards but advertising rates remain 
unchanged. W. H. Badeaux, pub- 
lisher, said rates for the Iowa book 
have been changed only once in 
16 years and the Northwest book 
never in its six years of publica- 
ion. 


Carroll Joins WIL 


Richard A. Carroll, formerly 
commercial manager of WOKZ, 
Alton, Ill., has joined the sales 
staff of Station WIL, St. Louis. 


Metropolitan Group 


Promotes Three 


New York, Aug. 16—Three sales 
executive appointments were an- 
nounced here today by the Metro- 
politan Group. 

Arthur B. (Sam) Poole, in 
charge of Metro’s Chicago office, 
was named assistant general sales 
manager and executive assistant 
to Lyman Worthington, general 
sales manager. Mr. Poole will be 


Msubscribers 


the truck field 


K 
CIRCULATION 


viedo 3 
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located in New York. 

Charles T. Kline, a member of 
the Chicago sales staff, was pro- 
moted to manager of the Chicago 
office, and Raymond G. Timmer- 
man, also of the Chicago staff, was 
appointed manager of the Detroit 
office, effective Nov. 1. Mr. Tim- 
merman will succeed John H. 
Reilly, who will retire on that 
date. 


Weintraub to Direct Drive 


William H. Weintraub & Co., 
New York, will direct a fall cam- 
paign on DuBouchett cordials for 
Many, Blanc & Co., Cincinnati. 
Newspapers, magazines and trade 
publications will be used. Many, 
Blane & Co. merged recently with 
Brandy Distillers Corp. Both are 
— of Schenley Industries 
ne. 


Sohio Appoints Nausbaum 


J. Otto Nausbaum, formerly in 
the advertising department of the 
Fleet Wing Corp., has been ap- 
pointed assistant advertising man- 
ager of Standard Oil Co. (Ohio), 
Cleveland. 


HOME MAGAZINE 


es rf 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


47 —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE Yollands TO 
SELL THE SOUTH... 
BECAUSE THE SOUTH 
IS SOLD ON... 
HOLLAND'S! 


a 
¢ 


Holland 4 


| MAGAZINE OF THE SOUTH 
DALLAS, TEXAS 
Offices in Chicogo, New York, Atlanta, Nashville 
Simpson-Reilly, Ltd., on the West Coast 
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This is the 

Advertising Manager who put 
1,000,000* MEN who read and own 
The Elks Magazine on his 
schedule...and helped his Sales 


Manager hit a new sales record. 
*Dec. 1949 ABC statement — 


928,010 circulation —a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 
YOU'LL SELL IT... 
iF YOU TELL IT IN 


oe 


New York + Chicago + Detroit 


Kilgore Names Dooley V. P. 
Plans Fall Campaign 


Harvey H. Dooley, general sales 
manager of Kilgore Mfg. Co., 
Westerville, O., maker of toy cap 
pistols, toy paper caps, and plastic 
housewares, has been named vice- 
president in charge of sales. 

This fall the company will 
launch a campaign for its Wild 
West outfits in Esquire, Farm 
Journal, Holiday, The Saturda 
Evening Post and Sports Afield. 
Trade publications and direct mail 
also will be used. 


‘Lux Theater’ Tops Pacific 
Nielsen-Rating Report List 


“Lux Radio Theater” took over 
top position on the Pacific Nielsen- 
Rating for the month of June, 
while Red Skelton, formerly in 
first place, dropped to fourth posi- 
tion. 

The first five evening programs 


were: 

Rank Program | 
1 Lux Radio Theater 20. 
2 People Are Funny 19.8 
3 My Friend Irma 14.9 
4 Red Skelton 14.7 
5 Gangbusters 14.0 


Signs to Sponsor Newscasts 


To promote its peanut butter, 
mayonnaise, Laura Scudder potato 
chips and Blue Bird potato chips, 
Scudder Food Products, Monterey 
Park, Cal., has signed to sponsor 
the Bob Garred newscasts on the 
ABC Pacific network, from 7:30 to 
7:40 a. m., Monday through Friday, 
starting Sept. 1. Davis & Co., Los 
Angeles, is the agency. 


Appoints J]. A. MacDonnell 


J. A. MacDonnell has been ap- 
pointed assistant to the general 
sales manager of Gilbert & Baker 
Mfg. Co., West Springfield, Mass., 
subsidiary of Standard Oil Co. of 
New Jersey. Harry J. Lanyon suc- 
ceeds Mr. MacDonnell as manager 


Los Angeles + Seattle 


of the oil heating sales division. 
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Friends of Vernon Beatty, ad mgr. of Swift & Co., who has been 
convalescing from a serious illness for several months, have been 
getting notes from Vern, who is in Arizona, saying he expects to 
be back on the job come fall, feeling fitter than ever... 

Bud and Bill Stretch, officers of the Camden Courier-Post and 
sons of its president, Harold Stretch, played sensational golf on 
Aug. 10 as a brother combination in the South Jersey Golf Associa- 
tion tournament at the Burling Country Club and came off with 
top honors. They had a low net score of 58 as representatives of the 
Tavistock Country Club... 


The Houston Post’s executive vice-president, Oveta Culp Hobby, 
has been made a director of the Great Books Foundation, the non- 
profit educational corporation in Chicago that sponsors community 
discussion groups throughout the U. S... Aug. 12 was the wedding 
day of Beverly Farrington and Maj. Hugh F. Richardson. Miss Far- 
rington is the daughter of Joseph R. Farrington, president and gen’] 
mgr. of the Honolulu Star-Bulletin... 

Working late one night, Lee Ramsdell, head of the Philadelphia 
agency of that name, complained to a fellow worker that he smelled 
smoke. After considerable pooh-poohing on the part of Mr. Rams- 
dell’s optimistic friend, the two looked up to find rooms on both 
sides of them blazing. They had time to call firemen before getting 
out... 

Henry Dreyfuss, the New York industrial designer, has been in- 
vited to speak on “American design in merchandising” at the Ut- 
recht Trade Fair (Netherlands) next month... 


‘TAMARACK THREESOME—Meeting for golf at the Tamarack Country Club, Green- 

wich, Conn., were B. B. Geyer (left), president of Geyer, Newell & Ganger; H. W. 

Newell, executive vice-president of the agency; and R. M. Ganger, former agency 
partner, who is now executive vice-president of P. Lorillard & Co. 


When Automotive News celebrates its 25th anniversary on Aug. 
27, Barbara Crichton, its business manager, will do some celebrating, 
too. She became assistant ad mgr. when the publication was founded, 
and has been business mgr. since it was moved from New York to 
Detroit. Edward Kruspak, ad mgr., has been with Automotive News 
for more than 17 years... 


Duane Bogie, NBC TV director in Chicago, became a father for 
the first time on Aug. 3, when Susan Elizabeth was born. The baby’s 
mother is the former Helen Murphy, ex-NBC cashier... 

A testimonial dinner in Scranton, Pa., a few weeks ago marked 
the 25th anniversary of Paul V. Barrett as head of the ad depart- 
ment of International Correspondence Schools. Several hundred 
admen were on hand to hear the speakers’ expressions of praise for 
Mr. Barrett’s years of work in the interests of organized advertis- 
a 

Among those conducting classes in the university extension of 
University of California at Los Angeles are John J. Hennessy, ac- 
count executive, West-Marquis; Hedden A. Johnson, Allied Adver- 
tising Artists; Robert J. McAndrews, managing director, Southern 
California Broadcasters’ Assn.; and Ford W. Sammis, head of his 
own research organization ... 

Robert Carroll, sales mgr. of Station WHAY, New Britain, Conn., 
has been recuperating from injuries received in a recent auto 
accident in West Hartford... Back at his desk at Deane, Klein & 
Davidson, Philadelphia, is Mannie Klein, the agency’s president, 
following an operation... 

Ruth V. Barr, secretary-treasurer of Russell T. Gray Inc., Chicago, 
is sporting a handsome gold ring watch, which was given her to 
mark her 25th anniversary with the agency. Presentation of the 
gift was made at a party for the staff at the home of Harvey Scrib- 
ner, president of the company... 

A. P. Bondurant, v. p. and ad director of Glenmore Distilleries 
Co., Louisville, a 1948 graduate of Yale University’s Summer School 
of Alcohol Studies, paid a return visit as the distilling industry’s 
representative in a panel discussion of “Advertising, Pro and 
Coss 

Julian “Dan” Boone, promotion manager of Electrical World, has 
recently been credited with a television assist. Some months ago 
Mr. Boone started to publish a food column in “What in the Electrical 
World,” a promotion piece for Electrical World’s advertisers and pros- 
pects, giving various food recipes of executives who invent unusual 
dishes as a hobby. He later wrote an article, “Business Men Like 
to Cook,” which was published in Esquire. Mentioned in the article 
was E, J. MacKenzie, ad manager of Simplex Wire & Cable Co., who 
later was called before the camera at Station WBZ-TV in Boston to 
explain his culinary art... 

Jack Horner, KSTP and KSTP-TV sports director, Minneapolis- 
St. Paul, is the father of an 11 lb. son, Thomas, born on July 23. 
Father of five boys, Papa Horner, no longer an athlete himself, can 
do some effective coaching of his own team... Nat Wood of Nor- 
wood-Ehling News Bureau, Minneapolis, and his wife Eleanor are 
parents of a new daughter named Janet Ann... 
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Marshall Field 
Plans Suburban 
Shopping Center 


Majority of State Street 
Department Stores Now 
Have Outlying Branches 


Cuicaco, Aug. 16—Announce- 
ment by Marshall Field & Co. of 
plans to build a $15,000,000 to $20,- 
000,000 suburban shopping center 
in the village of Skokie once again 
calls attention to the gradual de- 
centralization of retailing activi- 
ties in Chicago. 

The new center, occupying 110 
acres 16 miles northwest of Chi- 
cago, will have three main build- 
ings, one of which will be occupied 
by Field’s, a double row of shops 
along a central mall, and parking 
space for 6,000 cars. Field’s plans 
to lease space in the new center 
to other enterprises, like men’s and 
women’s apparel shops, a super- 
market, bank, theater, etc. 

Shuttle busses will run from the 
parking area to the shopping cen- 
ter and freight will be handled 
through tunnels to underground 
loading platforms. 

Start of construction depends on 
three factors, according to Hugh- 
ston McBain, chairman of Field’s: 
(1) Further development and com- 
pletion of plans; (2) the interna- 
tional situation and its effect on 
our economy, and (3) re-zoning 
of the area by the village of Sko- 
kie for commercial purposes. 


s Addition of the Skokie store 
brings to four the number of sub- 
urban branches owned by Mar- 
shall Field. Other stores are lo- 
cated in Evanston (only 3% miles 
from the new Skokie center), Oak 
Park, and Lake Forest. The Lake 
Forest store was opened in 1928, 
and the other two in 1929. 

Development by Field’s of a 
shopping center which will in- 
clude other stores handling com- 
petitive merchandise is reminis- 
cent of a pattern set by the origi- 
nal Marshall Field, who founded 
Marshall Field & Co. in 1852. 

When he had established his 
State Street store, Marshall Field 
invited other Chicago merchants 
to follow his example, on the 
theory that the increased traffic 
would mean increased business for 
all, despite the added competition. 

Several department stores did 
follow Field’s example, thus mak- 
ing State Street the department 
store shopping center of Chicago, 
if not the world. And several of 
these same stores have followed 
the trend towards greater decen- 
tralization by opening suburban 
branches also. 


# Only Carson Pirie Scott & Co. 
and Mandel Bros., among the larg- 
er department stores on State 
Street, do not have suburban 
branches, It has been rumored for 
Some time that Carson’s has been 
Planning an outlying store, but 
John T. Pirie Jr., vice-president 
of the company, told AA that 
Carson’s had nothing to say about 
Possible plans to expand into the 
Suburbs. 

Henry C. Lytton & Co., on State 
Street since 1887, was one of the 
first to open an outlying store, 
starting a branch in Evanston in 
1926 and another in Oak Park in 
1927. It also has a store in Gary, 
Ind. The Fair Store, another State 
Street oldtimer (1875), has had a 
branch in Oak Park since 1929. 

Chas. A. Stevens & Co., a State 
Street resident for 63 years, opened 
its first suburban branch about 
a year ago in Hubbard Woods 
(about 20 miles north of Chicago), 
amd Maurice L. Rothschild, on 
State Street since 1905, opened its 


first outlying store in Evanston 
early in 1948. 

Goldblatt Bros., which took over 
the State Street property formerly 
occupied by the now defunct Da- 
vis Store, has branches in Elm- 
wood Park and in Hammond, Ind., 
plus several stores in neighborhood 
shopping areas within the city 
limits. 


s Goldblatt’s has reversed the us- 
ual State Street trend—instead of 
starting with a downtown store and 
subsequently opening branches, it 
had several neighborhood stores 
before it opened one on State 
Street in 1936. 

Still another department store 
chain that started with several 
neighborhood stores is Wieboldt 
Stores Inc., which also has branch 
stores in Evanston and Oak Park, 
but is not represented on State St. 
Its Evanston store is new, replac- 
ing the Wieboldt’s formerly located 
in the heart of downtown Evan- 
ston. 


s Sears, Roebuck & Co. has been 


on State Street since 1932, and 
also has several suburban and out- 
lying neighborhood stores. Sears 
might be credited with starting 
the whole trend towards decen- 
tralization among retail stores. 

Some 25 years ago Sears 
branched out from its mail-order 
business into the department store 
business by opening a series of 
retail stores. And most of them 
were located away from estab- 
lished shopping centers, in areas 
where they were easily accessible 
and where parking facilities were 
available. 

Great increases in the number 
of car owners in recent years, plus 
the trend towards moving to the 
suburbs, undoubtedly have con- 
tributed considerably to the estab- 
lishment of outlying branches by 
large department stores. 

The State Street Council, how- 
ever, representing most of the 
State St. merchants, points out that 
all large stores that have opened 
suburban branches still consider 
their State St. stores as their 
principal sales outlets. 


Westinghouse Shifts Two 


J. B. Conley, general manager 
of the Westinghouse Radio Sta- 
tions, Philadelphia, since 1946, has 
been named manager of KEX, the 
Portland, Ore., member of the 
group. He succeeds C. S. Young, 
who has been shifted to WBZ and 
WBZ-TV, Boston. 


Appoints George Drake 


George P. Drake has been named 
Chicago representative of Metal 
Progress and Metals Review, pub- 
lished by the American Society 
for Metals, Cleveland. For the past 
year he has been in media sales 
at ASM’s national headquarters in 
Cleveland. 


WENY Appoints Meeker 


Robert Meeker Associates, New 
York, has been named national 
representative for WKNY, the 
Mutual affiliate in Kingston, N. Y. 


152,000 Sets in KSD-TV Area 


Union Electric Co., St. Louis, 
has reported that there are 152,- 
500 television receivers installed in 
the KSD-TV area as of Aug. 1. 
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To Start New Radio Program 

A new radio program, “The 
Voice of California Agriculture,” 
will begin Sept. 4, at 6:30 a.m., 
over most of stations of the Cali- 
fornia Don Lee-Mutual network. 
Bert Buzzini, farm reporter and 
commentator, will be director of 
the program, which will be spon- 
sored by the California Farm Bu- 
reau Federation. West-Marquis, 
San Francisco and Los Angeles, is 
the agency. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne 
10 billion dollars a year! 
food, drinks, pus 
products to sell, reac 
Public throu 


f you ve 
» OF any other 
this big buyin 
gh the Negro Ts an 
magazines. interstate Un News- 
papers, Inc., 545 Fifth Ave., N. Y., can 
aati you ‘how ocresnens in these 
cations rea marke 
profits! Write ust , ets 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
(peferences of Negroes from coast to coast. 
tite now for this free information. 


Boeing's 847..werlers : 
fastest bomber—a product 
of Boeing Airplane Co, . 
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RETAIL DISPLAY .. . 
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THE SEATTLE TIMES - 


FAR IN FRONT * 


In all fields, advertisers have again shown their preference by selling 
the rich Seattle market through concentrated, frequent advertising 
in The Seattle Times. Media records again prove that advertisers 
prefer the medium that Seattle prefers —in 8 out of 10 homes. 


MEDIA RECORDS REPORT ON 


(Daily and Sunday, Ist 6 Months 1950) 


11,760,331 
6,115,399 
2,581,974 

- 3,000,090 

2,641,578 

646,969 

209,024 


616909 3,591,237 
3,657,008 2,458,391 
1402560 1,179,414 
2,416,298 583,792 
2,076,383 565,195 

226,317 420,652 


113,804 


The TIMES Led 2nd Paper by 


Represented by O'MARA & ORMSBEE 
New York « Detroit * Chicago * Los Angeles « San Francisco 
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THE TIMES’ ADVERTISING LEAD OVER 2nd PAPER : 
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Humor 


Political Cartoonist 
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Something new has apparently been added to the Hudson Ho 
advertising—and while it is one of the oldest things in ad- tion 
vertising, it is enough to make this Hudson ad many times sive 
better, in The Corner’s opinion, than any of its predecessors. will 
That something new (and something old) is a compilation wes | 
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New Coast-to-Coast 
Radio Network Set 
for November Debut 


HoLttywoop, Aug. 15—Forma- 
tion of a new network, Progres- 
sive Broadcasting System, which 
will start operations in 48 states, 
was announced here last week by 
Larry Finley, president cf the or- 
ganization. Beginning about Nov. 
j, the new network plans 10 hours 
of programming daily, to be sent 
to its affiliates over leased wires. 

Finley said that PBS has re- 
ceived 230 applications for affilia- 
tion, and that he expects to have 
a minimum of 300 stations when 
the network begins operation. 
Membership is expected to come 
mainly from stations too small 
for a major network affiliation. 

Regardless of what program- 
ming they use, affiliates will pay 
only for those sold commercially. 
Other features of PBS. operation 
pointed out by Finley were: (1) 
no network option time; (2) sta- 
tions will not be required to take 
all programs; (3) the network will 
offer a complete sales assistance 
program, including men in the 
field to aid local sales; (4) daily 
closed circuit conferences. 


s Finley, who has operated Fin- 
ley Transcriptions Inc., for sev- 
eral years, said the network was 
conceived from the need for proper 
programming by hundreds of sta- 
tions, especially those engaged in 
daytime programming. There are 
also hundreds of full time sta- 
tions that find it difficult to com- 
pete with network stations. 

“We have taken into considera- 
tion the inroads of television, and 
feel that daytime radio will never 
be replaced by television,” Finley 
declared. He also said that once 
on the air, PBS will be able to 
offer national advertisers cover- 
age in non-television areas dur- 
ing the nighttime hours. 

The network has an impressive 
list of names for programming, and 
promises more within a month or 
two. Morning programming, Mon- 
day through Friday, includes a 
block of four soap operas from 
§ to 10 a.m. The remainder of 
the morning will be filled with 
programs featuring Estelle Tay- 
lor, Hal Sawyer and Mel Torme. 


#From 12 noon to 2 p.m., 
the network will feed fill-in pro- 
grams, consisting of music, sports 
and news, fed in by affiliates. 
From 2 to 5 p.m. there will 
be a half-hour interview program 
from Hollywood restaurants; “The 
Heart of Hollywood,” with Mau- 
tice Hart; a quiz with a motion 
picture star as emcee; a western 
variety show starring Cottonseed 
Clark; Dan Morton in “One For 
The Books”; Hollywood gossip 
from Charlotte Rogers; a 15-min- 
ute participation show on which 
listeners in various cities can win 
prizes. The daytime commercial 
type programming will wind up 
with the “Lou Nova Sport Show.” 

Saturdays will feature Harry 
Von Zell, Jimmy Scribner and 
Bob McLaughlin. On Sunday Dr. 
Omar Garrison will have a pro- 
gram of religious news. Starting 
at noon, shows will feature such 
Personalities as Andy and Della 
Russell, Connie Haines, Mel Tor- 
me, and Frankie Laine. 

Programming will take place in 
all time zones at the same time. 
This will be done through delayed 
broadcasts from Chicago and New 
York studios. All programs will 
iginate in Hollywood, except 
Sports events. Headquarters of the 
net are at 8983 Sunset Boulevard, 
Hollywood. 


Adams Joins Maxon Agency 
Maxon Inc., New York, has 
added Dorothy Adams, previously 
With Montgomery Ward & Co., as 
®member of the copy department, 


Opens New York Office 


International Publishing Corp., 
Atlantic City, has opened a New 
York office in the Hotel Shelton 
for Radio & Television Mainte- 
nance and Convention & Trade 
Shows. Charles R. Tighe has been 
appointed executive assistant to 
the publisher, in charge of the 
New York office for Radio & Tele- 
vision Maintenance. Donald Robin- 
son has been named to head the 
sales force in the new office for 
Convention & Trade Shows. 


WSGN Appoints Callaway 


J. Harry Callaway, formerly ad- 
ministrative assistant to the presi- 
dent of WHAS, Louisville, and 
general sales manager of WBEX, 
Chillicothe, O., has been appointed 
manager of general sales of WSGN 
and WSGN-FM, Birmingham, Ala. 
He succeeds Julian Flint, who has 
resigned. 


Now ‘Housewares Review’ 

House Furnishing Review, pub- 
lished by Haire Publishing Co., 
New York, has changed its name 
to Housewares Review. 


Set Makers to Show 
Dealers New Film 
on Merchandising 


New York, Aug. 16—A good TV 
repairman is an ideal source of 
leads for receiver sales. 

A dealer who gives his customers 
satisfactory servicing on their first 
video sets can be sure of their 
business as second set purchasers. 

The alert dealer takes every op- 
portunity to keep his name before 
the public—on his repair trucks, in 
advertising and in newspaper 
stories, capitalizing on television’s 
feature possibilities. 

These are some of the sug- 
gestions advanced in a series of 
slide films, prepared by the town 
meetings committee of the Radio- 
Television Manufacturers Assn. 
and previewed here last week. 
They were designed to aid retailers 
in improving their businesses. 

Dealers in video areas through- 
out the country will see the films 


in a series of meetings scheduled 
to be held in major cities. Seven- 
teen television makers paid the 
production costs of the sound 
films; local expenses are being 
shared by their distributors. 

Covered in the series are: (1) 
servicing; (2) business manage- 
ment; (3) advertising and mer- 
chandising; and (4) sales. 

In some cities telecasters are 
cooperating with the manufactur- 
ers and distributors in the project 
by permitting their studios to be 
used as meeting places. 


Names MacIntyre, Simpson 
Journal of Housing, published by 
the National Assn. of Housing Of- 
ficials, Chicago, has named Mac- 
Intyre, Simpson & Woods, pub- 
lishers’ representative, as its na- 
tional advertising representative. 


Elects 250th Member 

Conklin Mann Corp., New York, 
has been elected to membership 
in the American Assn. of Adver- 
tising Agencies. The firm is the 
250th member of the Four A’s. 
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Reynolds Moves Foil Sales 
Reynolds Metals Co., Louisville, 
is moving 70 employes of the 
aluminum foil sales division to 
Louisville. Most of these are be- 
ing transferred from Richmond, 
Va. Sales executives of the alum- 
inum foil group are headed by 
Clarence Manning, vice-president 
and member of the board of di- 
rectors. J. C. Bjorkholm, in charge 
of foil advertising, also is moving 


to Louisville. 
MAIL ORDER 


ADS IN JULY 
Profitable Hobbies | 


Count ’em...every ad 
keyed for direct, traceable 
results! If you haven't dis- 
covered the remarkable 
pulling power of this mail 
order magazine gold mine, 
PROFITABLE HOBBIES— 
write at once for sample 
copy and low rates. Circu- 
lation: 100,000 ABC! Get 
the facts now ... write 


862 answers to 


Frank Ormson 
California 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


has more listeners 


7 days a week 


than any other 
Oklahoma City Station 


Taxe a long look at BMB Study 
No. 2 and you'll see why more advertisers 
spend more money on WKY than on any 
other radio station in Oklahoma City. It’s 
because WKY has more listeners more of 
the time than any other Oklahoma City 
radio station. 


OWNED AND OPERATED BY 
THE OKLAHOMA PUBLISHING CO. 
WKY, OKLAHOMA -CHY» THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES © THE FARMER-STOCKMAN 


SAPRESENTED BY 


THE KATZ AGENCY, INC. 


WKY ’s tremendous audience of loyal lis- 
teners is proven by BMB. It’s proven by 
Hooper. And most important of all, it’s 


proven by the results WKY 


advertisers 


have been getting for years. With listeners 
or advertisers, WKY is first choice in 


Oklahoma City. 


930 KILOCYCLES——NBC 
OKLAHOMA CITY 
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Your Salesmen Can't Always Tell You 


A lost sale can be one of the most perplexing things in 
business. Questioning the sales force is often futile, 
because the men on the road don’t know why some 
business that looked “sewed up” eventually went to 
a competitor. 


In any company there are officials who may not be 
directly concerned with the purchase of your product, 
but their approval is essential before the sale is com- 
pleted. They don’t hear your salesman’s convincing 
presentation . . . their knowledge of your product (or 
lack of it) must be gained from other sources. 


Reaching and influencing such men is one of the main | 
jobs of your publication advertising. Establishing con- 7 


tact with all the hidden buying influences and with the © 
on-coming crop of new men is a far greater job than — 
any sales force can cope with personally. But these © 
men must read industrial publications . . . and 95% of 7 


If you could dig to the heart of a few of these cases, 
you would probably find that somewhere along the line 
somebody wasn’t sold . . . because your salesman 
couldn’t see him or didn’t even know he existed. 


Here’s what was uncovered by a thorough survey of 
one fairly large company: 


There were 125 key officials performing manage- 
ment, production, engineering and purchasing 
functions. Titles ranged from Chairman of the Board 
to Department Foreman. 


Of these 125 men, 97 stated that they exerted some 
degree of influence on purchases. On specific items, 
an average of 55 men had avoice in buying decisions. 


30 of these officials with buying influence make a 
practice of seeing salesmen. The other 67 prac- 
tically never have a direct sales contact ! 


But here is the most important point: The firms 
which were attempting to sell to this company in- 
variably had no more than six sales contacts. De- 
pending upon the product sold, these firms were 
missing from 30 to 67 men who could possibly 
block the sale. 


the readers of business papers read the advertisements, — 


STEEL, for example, is read by more than 100,000 
metalworking executives every week. These are the 
men who influence purchases in the plants which do 
well over 90% of all metalworking business. Many of 
these men can be seen by salesmen; many others cannot. 
But the high readership of STEEL among manage- 
ment, production, engineering and purchasing officials 
helps advertisers to make certain that their story is 
getting into the key places where their salesmen may 
not be calling. 


Consistent publication advertising is the best “sales 
insurance” you can have. 


™ PENTON Company 


PENTON BUILDING « CLEVELAND 13, OHIO 
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Advertising Age, Aucust 21, 1950 


PHOTOGRAPHIC 
REVIEW 
OF THE WEEK 


FIRESTONE’S 50TH—The entrance to Firestone Tire & Rubber Co.’s 50th anniversary 
exhibit in Akron shows a Gay ‘90s bicycle of the type for which the company once 
produced tires. 


YOU CET moar j 


SUDSY COPY—Newell Gutradt Co. has pitched West Coast car 
card copy along humorous lines for Strykers soap and the Read- 


® 


COUNTER-PACK—On-A-Lite Corp., Portland, Ore., will use point of sale material 
nd national advertising for its new 14-light Christmas tree set. Botsford, Con- 
stantine & Gardner, Portland, is the agency. 


er’s Digest. Guild, Bascom & Bonfigli, San Francisco, handles 
advertising for the soap. 


‘ 
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NO WHIMSY HERE—Comptometer division of Felt & Tarrant Mfg. Co., Chicago, has 


served guests of the Union Pot 
abandoned its ten-year old humorous copy approach to introduce two new adding- 
calculating machines. This color spread is one of the ads in the new series. (Story on 
Fink FQOO FINE SERVICE | Page 51.) 
On rime raat? an 


NEW DRIVE—Union Pacific Railroad has 
started a new campaign, scheduled for 
a year, featuring one of the specialties 
on its menu each month and offering 
the recipe for the dish shown. Copy will 
be used in newspapers of ten cities, and 
color ads are scheduled for Collier's, 


Cosmopolitan, Holiday, National Geo- 
graphic, The Saturday Evening Post and 
Sunset. 


SHOWING THE UNSHOWABLE—Here’s how Payne Furnace Division, Affiliated Gas 
Equipment Inc., Monrovia, Cal., solved the problem of showing something that 
shouldn't show. A feature of the unit is the fact it can be installed with only the 
forced-air grilles (floor level) and the automatic panel visible. A set was built 
on the KTTV stage to show the construction of the furnace, which is pictured, after 
which announcer Bruce Anson steps down from the platform, which rotates, to put 
“on camera” a living room set that attractively portrays a Payne installation. 
Hixson & Jorgensen, Los Angeles, is the agency. 
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CANDIDATES—Jinx Falkenberg (center) will interview <« 
for the Miss Rheingold 1951 title on a five-week schedule of 
telecasts of a five-minute film, “New York Closeup,” promoting 
Liebmann Breweries’ annual contest. Left to right the six con- 


ts are Phyllis Berquist, Elise Gammon, Anne Hogan, Betty 
Oakes, Ellie Sanders and Alice Wallace. Foote, Cone & Belding 
is the Rheingold agency. Hoopla for the 1951 contest has al- 
ready started (AA, Aug. 7). 
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New England Directory Out 


The 1951 edition of the “Direc- 
tory of New England Manufactur- 
ers,” has been published by George 
D. Hall Co., Boston. It lists more 
than 13,500 manufacturing estab- 
lishments in this region and con- 
tains nearly 22,000 changes from 
last year’s edition. The 750-page 
book gives the names of companies, 
their officers, number of employes, 
locations and products, and cross 
indexes them by location, product 
and brand name. 


Eckstrom Joins ‘U. S. News’ 
Paul Eckstrom, formerly with 

Life, has joined the Philadelphia 

sales staff of U. S. News & World 


Sponsors New TV Show 


Greater Chicago Used Car Deal- 
er’s Assn. is sponsoring a new tele- 
vision show, “State’s Attorney 
Speaks,” over WGN-TV, Chicago, 
Monday nights, 7-7:30 p.m. The 
show is based on crime files in the 
state’s attorney’s office. Phil Gor- 
don Agency, Chicago, handles the 
account. 


Kendall Mills Boosts Gregg 


R. E. Gregg has been named gen- 
eral sales manager of the Ken- 
dall Mills finishing division of Ken- 
dall Co,, Walpole, Mass. For the 
past year, he had been assistant 
general sales manager with re- 
sponsibility for all New York 
functions of the finishing division. 


Senate 


GEORGE T HOPEWELL. INC. EASTERN REPRESENTATIVE - 


OVER FORTY-FOUR YEARS 
OF LEADERSHIP IN 
ADVERTISING SERVICE 


101 PARK AVENUE. NEW YORK 


Armour to Sponsor Garroway, 
‘Stars Over Hollywood’ 


Starting Sept. 4, Armour & Co., 
Chicago, will sponsor the quarter- 
hour “Next, Dave Garroway” show 
five days a week on the full NBC 
radio network. The program will 
be heard from Chicago from 11:15 
to 11:30 a.m., CDT, for central, 
mountain and Pacific stations, with 
an eastern release at 1:15, EDT. 

Armour also will sponsor “Stars 
Over Hollywood,” on NBC-TV, 
9:30-10 p.m., CDT, starting Sept. 
6. 


WMAQ, WNBQ Name Keys 


John Keys, assistant manager of 
the Chicago press department of 
National Broadcasting Co., has 
been named manager of advertis- 
ing and promotion of WMAQ and 
WNBQ, Chicago NBC stations. 


Names John Battles 


John W. Battles, Cleveland, for- 
merly with William S. Merrell Co., 
has been appointed representative 
of Progressive Architecture in 
western Ohio and territories in 
adjacent states. 


Hart Schaffner 
Issues 144-Page 
Dealer Ad Book ' 


Strategy Behind Tie-in 
Ad Campaigns Explained 
by Clothing Marketer 


Cuicaco, Aug. 17—“Strange as it 
seems, the wheel of advertising 
history has come back to its start- 
ing piace,” Hart Schaffner & Marx 
declares in its new, 144-page bro- 
chure on HS&M’s fall and winter 
advertising service. | 

“Our latest pioneering effort in 
advertising,” the company con- 
tinues, “is based on smal! space 
editorial advertising that we start- 
ed nearly 50 years ago. It effec- 
tively pricks the notion that there 
is anything really new under the 
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advertising sun.” 

The company’s 16%2x23” bro 
chure is composed of seven sem 
tions, each devoted to one phage 
of the HS&M operation. Subject 
covered include the manufactupe 
of Hart Schaffner & Marx gap 
ments; dealer advertising; tech. 
niques used by the company jp 
preparing material for dealers; ads 
for women; national coverage; ra. 
dio and TV spots, and miscellg. 
neous promotion aids. 


s The section devoted to nationgj 
coverage recalls HS&M’s 50-year 
history of advertising. “The ap 
pearance of Hart Schaffner § 
Marx’s first national advertise 
ments was greeted with amaze 
ment and ridicule,” according 
the brochure. “‘How can HS&M 
possibly imagine that such parad- 
ing in print would really add any- 
thing to its business or serve tp 
bring customers to its dealers 
stores?’ was the question raised 
by this advertising. 

“The company was the object 
of much curiosity, some sympathy, 
It was accused of giving its profits 
to the publishers. Advertising was 
a risky proposition. Not infre- 
quently companies ventured into 
it with warm hope—and checked 
out with cold feet.” 


@ The brochure recalls the “silver 
campaign depression” of 1896-98, 
and how the company increased its 
ad promotion, “effectively refut- 
ing the theory that a firm could 
afford to advertise only when bus- 
iness was good. The founders of 
the company placed their belief 
in advertising [believing] that to 
advertise only when business was 
good was pure and simple charity. 
They viewed advertising as an in- 
vestment on which the first divi- 
dend was sometimes deferred, but 
which had its return compounded.” 

Following the first national ads, 
HS&M expanded its campaign and 
steadily increased advertising ap- 
propriations. “The supposed great 
recklessness of the venture began 
to take on a new aspect. It dawned 
upon the clothing industry that a 
new force was at work. There were 
unmistakable signs of new leader- 
ship—Hart Schaffner & Marx 
leadership. 


a “When national advertising 
came out of the patent medicine 
era in the early 1900s, it grew up 
very fast in the manner of its pre- 
sentation. As a reaction to the 
cheap little ads which dominated 
the magazines in those days, pro- 
gressive advertisers went over- 
board for the finest art obtain- 
able.” 

Following the brief outline of 
the gradual development of HS&M 
advertising techniques, the bro- 
chure takes up the problems fac- 
ing national advertisers today. 

“Today’s national advertising,” 
the company tells its dealers, “is 
going through a very strange stage. 
Competition for attention is 
terrific that what was once a mag- 
nificent gesture (a full page in col- 
or) now falls far short of doing the 
job it used to do.” 


= A chart covering the period 
from June, 1944, to June, 1949, re- 
flects a downward trend in at 
tention to magazine ads, showing 
a decline from about 40% noted 
in 1944 to about 22% noted in 
1949. 

“The trend is the same by break- 
down: men or women, observa- 
tion or reading, various sizes or use 
of color or, by type of magazine,” 
the company tells its dealers. 

It explains its current strategy 
of running a full-page ad and tw? 
quarter-page insertions in each 
issue of national magazines as ai 
“experiment with a different ad- 
vertising technique...” The frat 
tional-page b&w ads, says HS&M, 
“were so placed and so written 
that they became a cross reference 
to the full-page ads and a creatot 
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WIRED FOR SOUND—Santa and his friend, designed and rented by Tom Lawson 

Associates, New York point of sales specialist, combine animated display with a 

built-in sound system enabling them to talk. The sales message is delivered via 
“voice” from continuous tape which can be regulated by starting device. 


~ ae ct 


of traffic.” 

“It was the quarter pages that 
really set the advertising frater- 
nity back on its heels,” the bro- 
chure continues. “The hucksters 
have been saying for years that 
you had to have big pictures and 
hard-selling headlines to get peo- 
ple to read ads. We never believed 
them. And our quarter pages 
proved we were right. Our least- 
read quarter page for last fall was 
better than twice as effective in 
getting men to read it as the av- 
erage ad checked by Starch in the 
same magazine.” 


s HS&M’s fall campaign this year 
includes 20 ads in Life and The 
Saturday Evening Post every other 
weekend in September, October 
and November. Each issue of the 
two publications which has been 
scheduled carries either three or 
four ads (a full page and two or 
three quarter pages). 

In the 16-page section devoted 
to radio and television advertis- 
ing, the company reprints an ar- 
ticle on “hidden plugs” published 
in the March 27 issue of ADVERTIS- 
ING AGE, and explains to its deal- 
ers that HS&M “does not and never 
has, either directly or indirectly” 
bought plugs or mentions. The sec- 
tion also reprints a total of 57 ra- 
dio spot announcements as “a 
basic primer for those who want 
the low-down on radio-TV.” 

The company’s outspoken. text- 
book for dealers who wish to make 


their advertising dollars as pro- 
ductive as possible also contains 
hints on moving articles of femi- 
nine apparel. 


s Typical of the advice offered are 
the following paragraphs: “As one 
with a woman’s suit to sell, you 
can sell the suit faster—and often- 
er—if you remember what goes on 
in a woman’s mind. 

“What goes on is bound to be 
one of three desires. Your custom- 
er is out to gratify (A) her man- 
snaring side; (B) her neighbor- 
snubbing side, or (C) her get-a- 
lot-for-her-money side. What other 
sides are there? 

“Naturally, you can’t put your 
customer’s psyche in cold words— 
it wouldn’t be chivalrous. But if 
you’re conscious of drives, your 
customer may be unconscious of 
you. You and your customer will 
enjoy a nice, wordless rapport 
which can definitely help ring the 
cash register.” 


ms The company suggests that its 
dealers concentrate their selling 
efforts on the ideas that a suit is 
a foundation of fashion; it offers 
maximum wear; it is suitable any- 
where; and suggests that fit, fab- 
ric, line and tailoring be stressed. 
Other pages of the brochure are 
devoted to special sales, strategy 
for promoting clearances and 
proper uses of direct mail mate- 
rial and editorial-type ads. 
Throughout the volume, HS&M 


First in the Country 


Do you want to sell 2,000,000 rural families? 


Millions of Americans live by the GARDEN SPOT GUIDE AND 
ALMANAC—read it and refer to it daily. The GARDEN SPOT 
GUIDE AND ALMANAC is on the job 365 days a year for 


2,000,000 mail-order families. 


The low cost per order record of the GARDEN SPOT GUIDE 
AND ALMANAC will surprise and please you. 


Each Almanac is addressed and mailed to an individual family 


in an envelope. 


Use the GARDEN SPOT GUIDE AND ALMANAC to sell your 
product because its readers are sold on GARDEN SPOT GUIDE 


AND ALMANAC. 


1951 issue closes 


Space limited. 
Write for Rates and Full Details— 


Garden Spot Guide and Almanac, Paradise, Pa. 


EASTERN REPRESENTATIVE: 
Murray Bernhard, 489 Fifth Avenue, New York, MU-2-2492 


WESTERN REPRESENTATIVE: 
Harry R. Fisher, 59 East Van Buren Street, Chicago, IIl., WA-2-0152 


(ee 


September 25th. 


emphasizes the proper use of ad- 
vertising materials by dealers and 
accents basic strategy for planning 
and executing successful dealer 
tie-in campaigns. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Mohawk Adds TV Stations 


Mohawk Carpet Mills, Amster- 
dam, N. Y., will add five stations 
to its hookup for the “Mohawk 
Showroom” when the program re- 
turns to NBC-TV Aug. 28 after 
a summer hiatus. The 15-minute, 
three-times-weekly song: session, 
to be televised over 49 outlets, 
stars Roberta Quinlan and is 
pone through George R. Nelson 
ne. 


Campbell-Ewald Adds Space 


Campbell-Ewald Co., New York, 
has added a floor and a half to its 
office to expand services for east- 
ern operations and television act- 
ivities. The agency also has en- 
larged the facilities of its San 
Francisco office and is currently 
adding to the facilities of its Chi- 
cago branch. 


North American Dye Names 
Jackson; Launches Drives 


J. Wallace Jackson has been 
named assistant sales manager of 
North American Dye Corp., Mt. 
Vernon, N. Y. He had been with 
the company from 1937 to 1946. 
Until recently, Mr. Jackson was 
associated with Calvin W. Mc- 
Cutchen, manufacturer’s agent 
in Miami. 

In addition, North American Dye 
has announced the launching of 
radio, television and newspaper 
campaigns for Sunset Dytint all 
fabric dyes and Barrington hand 
cream, Supra-Sofning lotion and 
cream deodorant. 


Issues Procurement Weekly 


A new “Weekly Review of 
Government Procurement” is be- 
ing published by Trilane Associ- 
ates Inc., New York, which already 
publishes the “Daily Bulletin of 
Government Procurement.” The 
review will feature lists of out- 
standing awards made by procure- 
ment agencies during the week. 
About 250 items will be listed 
weekly in the general purchasing 


and construction fields. 
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Leather Goods Show Set 


Chicago’s Palmer House will be 
the site of the annual luggage and 
leather goods trade show sponsored 
by the Luggage & Leather Goods 
Manufacturers of America. The 
show will be held the week of Aug. 
21. The manufacturers will hold 
their 12th annual convention there 
Aug. 17-21. 


Readies Dental Directory 


An estimated 80,000 dentists will 
be listed in a new edition of the 
“American Dental Directory” to 
be published Nov. 1 by the Ameri- 
can Dental Assn. This will be a 
second edition of the directory 
first issued in 1947. The 1950 edi- 
tion will sell for $12.50 (pre-pub- 
lication price, $10). 


Norge Appoints Two 


John A. Drake, manager of 
market research for the Norge 
Division of Borg-Warner Corp., 
Detroit, has been promoted to di- 
rector of marketing. Glenn L. 
Thompson, formerly with Hot- 
point Inc., has joined Norge as 
manager of market analysis. 


..- A Boot 


ichigan Newspaper 


Give your newspaper schedules added impact in this 


“Billion Dollar’ Western 


Michigan Market with attention- 


compelling, product-emphasizing color! 
Black and one color now available to all our national 
accounts, in 1000-line units or over. Call nearest office for 


complete information. 


NATIONAL REPRESENTATIVES: 


A.W. Kuch, 110 E. 42nd Street 
Wew York City 17, Murray Hill 6-7232 


oh shi 
Portion of page ad, with § as 


bt v ariation f 


The John E. Lutz Co., Tribune Tower 
Chicago 11, Superior 7-4680 


-_ original layout 


Standard Oil Comp 
of Indiana 
Agency: 

McCann-Erickson, Inc. 

Chicago 
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White Plans Magazine Drive 
For a new campaign scheduled 
to run through December, White 
Sewing Machine Co., Cleveland, 
will use full and half pages in 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Seventeen and 
Woman’s Home Companion. 


Bowman Heads Wilson 


Fred J. Bowman, vice-president 
and a director of Wilson Sporting 
Goods Co., Chicago, has been 
named president. He succeeds the 
late L. B. Icely. Mr. Bowman has 
been with the company for 30 
years. 


Mars Signs for New Show 

Starting Sept. 18, Mars Inc., 
Chicago, will sponsor a_ five- 
minute program, “Falstaff’s Fa- 
bles,” to promote its Milky Way 
candy bars. The show will be 
heard from coast to coast over 
ABC Monday through Friday, 
5:55-6 p.m., in all time zones. 
Leo Burnett Co., Chicago, is the 
agency. 


Scott Names Sandwick V. P. 


L. M. Sandwick, formerly mer- 
chandising manager of Scott Ra- 
dio Laboratories, Chicago, has been 
named vice-president and general 
sales manager. 


WREN 


The Right Srot in 
TOPEKA KANSAS 


WEEO 


& COMPANY 


NEW PUBLISHER GREETED—The new publisher of the Arizona Republic and the 
Phoenix Gazette, Simon Casady (second from right) of McAllen, Tex., is greeted by 
(left to right) Ray J. Dyer, who resigned as publisher; E C. Pulliam, president 
of Phoenix Newspapers Inc., and Sidney Myers, executive vice-president and as- 
sociate publisher. Mr. Dyer is returning to active management of his own newspaper, 
the Tribune, El Reno, Okla. 


formerly with Rose & Quinby Ad- 
vertising Agency, Philadelphia, 
and Dittman Advertising Agency, 
Philadelphia. 


Joins VanSant, Dugdale 

Orin deH. Quinby has joined 
the copy staff of VanSant, Dug- 
dale & Co., Baltimore. He was 
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Cornelius. 


Cost Distribution 
e than 50 Years... 


Soundest, Speediest, Solidest Invasion 


Hemingway had a Hoosier Headache... 


of Indiana (and thereabouts) 


;:. Your printed selling is placed in the householder’s mailbox by the 
Postman—in every city, town and farm home in Indiana! Up-to-date 
lists of many cities and towns in Ohio, Kentucky and Illinois, too. 


. . - handled with speed and efficiency. Membership or subscription pub- 
lications mailed within a few hours. Products or services with selective 


markets promoted economically, accurately. 


. . . Every county can be covered. Every rural home in the entire U. S., 


or any section of it, can be contacted—without waste. 


. - - Cornelius handles the whole job, or any part of it. Composition, assem- 
bly, printing (offset or letterpress), addressing, binding, mailing facilities 
in one modern plant. Centrally located for fastest possible service. 


. . . High-speed automatic addressing equipment enables Cornelius to 


handle thousands of pieces per hour. Many kinds of mailing can be as- 
sembled, addressed and delivered to the post office within 24 hours—sav- 
ing you the time, labor, confusion of handling it through your offices— 
saving you money all the way ‘round. Leading advertisers have proved it. 


PLANTS AT 


K 


INDIANAPOLIS AND SILVER SPRING, 


CORNELIUS PRINTING COMPANY 


PHONE 


2457 E. Washington St. - Franklin 4517 - Indianapolis, Indiana 


MARYLAND 
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Radio Rates Wait 
for Top Spot At 
ANA Convention 


New York, Aug. 18—With 
broadcasters showing no incling. 
tion even to discuss rate adjust. 
ments, no further move is expect. 
ed in the advertisers’ stalemate 
drive on network radio’s price 
line until the Assn. of National Ad. 
vertisers’ convention next month, 

When the ANA forwardeg 
copies of “Radio Time Values,” g 
study made by its radio-TV steer. 
ing committee, to the networks q 
couple of weeks ago, it requested 
the broadcasters to comment on the 
presentation, which is a summa- 
tion of the “decline” in radio list. 
ening in video markets. So far no 
response has been forthcoming 
from any of the major networks— 
other than the mere acknowledge. 
ment of receipt of the study. 

Originally the association had 
planned to show its presentation— 
the culmination of more than two 
years’ work by the committee—to 
the broadcasters in person. When 
invitations were sent to the net- 
works inviting them to separate 
sessions, Columbia Broadcasting 
System suggested that “all four 
networks be exposed to the pres- 
entation at the same time”’ since 
the “ANA membership is acting 
jointly through its committee.” 


a While such a joint meeting was 
in the process of being arranged, 
the networks decided, after con- 
sultation with counsel, not to at- 
tend at all. Their legal staffs were 
apprehensive, the networks said, 
concerning possible anti-trust im- 
plications of such a general session 
(AA, July 31). 

Possible radio rate revisions— 
particularly in the fast-growing 
television areas—were a favorite 
topic of speculation a few months 
ago. At that time the advertiser 
demand for some kind of a de- 
crease in choice nighttime radio 
hours was rising to a new cres- 
cendo. 

However, radio authorities to- 
day consider it a foregone con- 
clusion that there will be no net- 
work rate decreases at this time. 
This is due chiefly to internation- 
al developments resulting in the 
country’s partial mobilization, 
which in turn is expected to stimu- 
late advertising in the World War 
II manner while slowing down the 
headlong growth of TV. The heavy 
demands of the military on the 
electronics industry—which may 
slow down set production and con- 
struction of new stations, when 
and if they are approved—will be 
responsible for the latter. 

In the ANA study the “decline in 
radio values” for the full network 
is put at 149% (nighttime) for 
CBS and NBC. Despite the broad- 
casters’ rebuff and their diploma- 
tic silence on the whole subject of 
the study, the problem of radio-TV 
costs and circulation is expected 
to be one of the hottest topics of 
discussion at the ANA convention. 


Curtis Reports Revenue Rise 

Curtis Publishing Co., Philadel- 
phia, has reported a gross operat- 
ing revenue of $74,729,788 for the 
first six months of 1950, almost 
$1,400,000 above the same period 
last year when the total operating 
revenue was $73,389,933. Net earn- 
ings for the same period were 
$3,652,429, as compared with $3,- 
245,679 for the first six months of 
1949. 


Amsterdam Types Sets Drive 
Amsterdam Continental Types & 
Graphic Equipment Inc., NeW 
York, plans to launch a campaigt 
in graphic arts publications fea 
turing the new graphic arts ma 
chinery the company is import 


Milton Anderson Co., New York, 


is the agency. 
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GATEFOLD SPREAD—Seiberling Rubber Co. will run this three- 
page gatefold spread in The Saturday Evening Post on Aug. 26. 
it is the first gatefold spread ever to appear in the Post, and 
Seiberling claims it is the first three-page spread ever used by 


Seiberling Tire Ad 


Is First Gatefold 
Spread Run in ‘SEP’ 


Axron, O., Aug. 15—Seiberling 
Rubber Co. has scheduled a three- 
page gatefold advertisement for 
Seiberling tires in the Aug. 26 
issue of The Saturday Evening 
Post, the first gatefold spread ever 
to appear in the Post. 

The ad, plugging a fall tire sale 
by Sieberling “master” indepen- 
dent dealers, is the third in a three- 
step advertising and merchandis- 
ing campaign built around three 
big selling events during the year. 

The first step, early in April, 
was a spread in Country Gentle- 
man and Life, plugging Seiberling 
safety tires. The second step, in 
June, used Country Gentleman 
and the Post to push a “four-for- 
the-price-of-three” tire sale. The 
current drive stresses high trade-in 
prices for used tires. 

Seiberling is spending less for 
national advertising this year than 
in previous years, depending heav- 
ily on large-space insertions in 
Country Gentleman, Life and the 
Post, plus aggressive local mer- 
chandising promotions built 
around the appearance of each 
large ad. 


s The names of 565 of Seiberling’s 
“master” independent dealers are 
listed in the gatefold ad. Each of 
these has agreed to purchase a cer- 
tain quota of tires from the com- 
pany, and to use local ad budgets 
to plug the selling events. 

Seiberling offers cooperation on 
local outdoor campaigns, TV 
shorts, radio spots, newspaper ads, 
and other media used to promote 
each drive. 

“The local campaigns begin well 
ahead of the ad,” J. A. Fouche, 
Seiberling’s ad and merchandising 
Manager, explains. “The dealers 
send out letters and postcards, 
carry news ads, and hammer away 
with short radio spots. By the time 
the magazine which carries the 
ad actually appears, a lot more 
people see it than any other adver- 
tising we have ever run. We are 
Sure of that.” 

Meldrum & Fewsmith Inc., 
Cleveland, handles the account. 


Closes Oswego Stations 


Oswego-Palladium Times Co., 
Oswego, N. Y., newspaper pub- 
lisher, has closed its radio stations 
WOPT-FM and AM, the only ones 
In the city. “Economic conditions 
++. 8nd insufficient support in the 
Purchase of advertising time” 
were factors, the newspaper said. 


loins ‘House Beautiful’ 


Dan G. Stevens, formerly dis- 
trict sales manager of Marion 
Power Shovel Co., has joined the 
advertising sales staff of House 
Beautiful, New York. He will rep- 
resent the publication in New 
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ad policy calls for 


spending less on national advertising, using only large-space 
insertions in Country Gentleman, Life and the Post. Meldrum & 
Fewsmith, Cleveland, is the agency. 


‘Automotive News’ Ups Rates 


Automotive News, Detroit, has| tracts now 


issued a new rate card, the first | honored 


at 


increased from $480 to $560. Con- 


in effect will be 


the 


former rate 


since 1946. The page rate has been | through Dec. 31, 1950. 


Levin Joins Weintraub 


Carl Levin, Washington corres- 
prasent of the New York Herald 

ribune, has been appointed to 
head the public relations office 
which will be opened by William 
H. Weintraub & Co..in Washing- 
ton on Sept. 11. 


Avco Appoints Keeton 


G. F. Keeton, former vice-pres- 
ident and general manager of Tele- 
Appliance Co., Wichita, has been 
named manager of field sales for 
American Kitchens, American 
Central division, Avco Mfg. Corp., 
Connersville, Ind. 


Jam Handy Transfers George 


Douglas F. George, who has 
been in charge of theatrical film 
distribution for the western half 
of the U. S. for Jam Handy Organ- 
ization, Detroit, has been trans- 
ferred to the company’s Chicago 
office. 


Joins Campbell-Ewald 

Robert L. Perry has joined the 
publicity staff of Campbell-Ewald 
Co., Detroit. 
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Jack Murray Joins Freitag 


Jack Murray has joined the Frei- 
tag Advertising Agency, Atlanta, 
as an account executive. He for- 
merly was an account executive 
with Charles A. Rawson & Associ- 
ates, Atlanta. 


Kudner Agency to Move 
Kudner Agency will move its 

offices to 575 Madison Ave., New 

York, effective Nov. 1. 

steel castings. 


FILMS 


wanure Wa A 
TV FILM 


$ 


vertising with our 
downtoearth TV 
film prices. 

CALL OR WRITE US TODAY 


» FILMACK 


j\ 1325 S. Wabash - CHICAGO 


7 
Have you a one* 


Planting a garden is like plotting sales 


—and vice versa. 


You plant your 


seedlings — or your advertising dol- 
lars — as the case may be, where the 


soil is most fertile. 


And where to look for the most fertile 


sales soil? 


It’s staring you right in the face! 


It’s the great, prosperous segment of 
working families who, emotionally 
and psychologically, live and work on 
the other side of the tracks from you. 
Mostly they are young families and 
their magazine reading habits are 
very much the same. The magazines 
they prefer above all others are maga- 


zines like TRUE CONFESSIONS. 


There is ample independent research 
to prove this. For example, the Starch 
Consumer Magazine Report shows 
that only about 5% of the readers of 
the big weeklies or the women’s 
service magazines or the “general” 
magazines ever see a copy of TRUE 


CONFESSIONS. 


To sell the multi-millions of young 
families over there on the other side 


of the tracks. 


magazines. 


And don’t for a moment forget this 
... These working families of Amer- 
ica make up a vital, growing, free 
spending market that needs more of 
most everything. Because they are 
they have more buying years 
of them. Because they are 
| they are not too set in their 


youn 
ahea 


rand choices. 


perimental stage and brother, when 
you get ‘em while they are young 
and brand inquisitive, you are just 
years ahead in the terrific competition 
that most manufacturers face today! 


So plant some of your advertising 
dollars over there on the other side 


of the tracks. 


TRUE CONFESSIONS, the maga- 
zine with the largest voluntary news- 
stand circulation in its field. 


¢ . 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


.. those families who 
are growing faster than any others 
... those families whose spendable 
incomes are the highest ever . . . those 
families who are much too important 
for any advertiser to neglect... you 


need the TRUE CONFESSIONS type 


rhe 


der 
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track mind ? 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 
Bigelew-Sanford Carpet Company, Inc. 

Bristol-Myers Company 


California Packing Corp. (Del Monte) 
Carnation Company 


Clapp’s Baby Food 


They are at the ex- 


Plant them first in 


Colgate-Palmolive-Peet Company 

Gerber Products Company 

Internatienal Latex Company 

International Silver Company (Holmes 
& Edwards & 1847 Rogers Bros.) 

The Andrew Jergens Co. 

Johnson & Johnson 

Lamont, Corliss & Company (Pond’s) 

lehn & Fink Products 

lever Brothers Company 

The Mennen Co. 

National Biscuit Company 

Procter & Gamble Company 

E. R. Squibb & Sons 

Star-Kist Tuna 

Swift Baby Meats 
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Information for Advertisers 


No. 3718. The Sheboygan, Wis., 
Market. 

The fourth edition of the She- 
boygan Press’ market data folder 
brings up to date facts and figures 
about the Press and the market it 
covers. It contains sales figures for 
the city and county, facts about 
the area’s industries, and lists of 
drug, grocery and liquor stores and 
taverns. The folder is available 
from, Ward-Griffith Co. the 
Press’ representative. 


No. 3719. A Key to More Effective 

Letterhead Design. 

Neenah Paper Co. has produced 
a kit called The Psychology of 
Business Impression, containing 
24 letterhead treatments, each one 
illustrating and describing a basic 
type of letterhead from the sim- 
plest to fanciest styles. The idea 
behind the kit amounts to a sur- 
vey of recipients of the kit, who 
are invited to check their choices 
of design on opinion cards pro- 
vided in the kit. Preferences are 
recorded, and results published in 
bulletins sent to each participant. 


No. 3720. How Much Store Display 
Material Is Used? 

The Grocer’s Digest reports in 
this folder that 9% of independent 
retail grocers surveyed on display 
material usage and preferences re- 
ported that they used all material 
furnished them by grocery product 
manufacturers and _ associations. 
Another 32.6% of retailers said 
three-quarters, and 32% said half. 
These and other figures cover us- 
age by wholesalers, and prefer- 


No, 3721. Crop and Insect Spray- 
ing Survey. 

Use of chemicals for killing 
weeds and for insect control is re- 
ported in this survey conducted by 
Wallaces’ Farmer and Iowa Home- 
stead among its Iowa farm sub- 
scribers. Ownership of equipment 
and plans to buy and use chemicals 
and for what purpose are re- 
ported. 


No. 3722. 1950 Directory of Metro- 
politan Peoria. 

The Peoria Journal Star has 
published this 50-page directory of 
wholesale and retail establish- 
ments in its trade territory. Ta- 
bles show name, address and con- 
tact of the distributor, major lines 
earried and territory served; and 
products covered are appliances, 
autos, beverages, department 
stores, drugs, food, hardware and 
radio. 


No. 3679. Study of Little Rock, 
Ark., Market. 

The number of families in the 
Little Rock, Ark., market area and 
the amounts they spend on food, 
general merchandise, drug and 
household and radio purchases are 
told in this folder, “Gigantic 
Double Value for Advertisers.” It 
is offered by the Arkansas Gazette. 


No. 3689. Nebraska Retail Liquor 
Dealers Listed. 


A complete list of Nebraska liq- 
uor licensees, including addresses, 
is presented in this new study of- 
fered by the Omaha World-Herald. 
Title is “1950 Nebraska Retail Liq- 


ences by wholesalers and retailers. 


uor Dealers.” 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 2. 


USE COUPON TC OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


| TINIE concocosceseenctintlianeoneseevsiniedipecentiiatitiee TITLE 
POUEE cocnsecarssitionesocoustuscsapsnsstasstsbectivanstcnebibtcctsinenensstevecie 
ABORESS  ..,.ccccrcscescere. 
CITY & ZONE ........ STATE 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


HELP WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
** led 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Bivd. Chicago 4, Ill. 
HARRISON PERSONNEL SERVICE 
Established 1915 
Sales Executives—Advertising—Sales Pro- 
motion—Editorial. Ask for M. B. Muench 
20 W. Jackson Bivd. hicago 4 


YOUNG MAN WANTED 
Young man with experience in advertis- 
ing production wanted to sell photo en- 
graving and offset plates. Substantial 
drawing account, expense account and 
high commissions. 
Contact Sales Manager 
Blue Ridge Color Plate Co., Inc. 
859 N. Orleans Street 
Chicago 10, Ill, De 17-4381 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
EDITOR: National consumer magazine 
with offices in Southwest wants a young 
editor, under 30, who is on the way up. 
Excellent opportunity for a person who is 
now stronger in ideas than experience. 
Send resume. 
Box 3308, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Art Buyer $4,800 
Advertising Agency 
GEORGE WILLIAMS—PERSONNEL 
209 S. State St., Ha 7-2063 Chicago 4 


POSITIONS WANTED 


Space salesman avail. Well known among 
adv. & agcys in Chgo & midwest. Sal & 
comm. 

Box 3300, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

SALES PROMOTION, ADVERTISING 
PUBLIC RELATIONS 

Created and now successfully operating 
sales promotion dept., including adver- 
tising, sales promotion and aids, house 
organ (copy, layout), public relations, 
speaking to public, trade, salesmen. 
Skilled in speech writing, visual aids. Im- 
agination, initiative, individuality. Ten 
years experience. Married, age 38. Whole 
package $8-10,000. 

Box 3309, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


TOP TRADE EDITOR 

Now in the top position in a small shop, 
editor wants expanded opportunity. 
Wide experience in many fields including 
foods, radio, heavy industry, drugs, cos- 
metics—from manufacturing through mer- 
chandising. Writing ability has netted 
checks from Sateve Post, Collier's, etc. 
Editorial ability has guided magazines 
from bright idea to Vol. 1—No. 1, and 
on to Vol. 20. 
College graduate, 31, family man. $7,200 
to $10,000. 

Box 3310, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SOLID COPYWRITER—Contact; 5 years 
agency, client experience. Public Rel., 
production, layout. College grad, age 31. 
Box 3311, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
COPYWRITER - Ad Asst. or Mgr. 

6 yrs. exper. space, sales prom, M. O.— 
copy, layout, prod’n. Age 32. Draft 4-A. 
Box 3312, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


THIS MAN IS AVAILABLE 
October First 


Available as advertising man- 
ager or public relations direc- 
tor. Thorough background in 
advertising as director of ad- 
vertising for leading national 
organization. Wide experience 
in sales, public relations and 
merchandising on national 
seale. Particularly broad 
working experience in radio 
and television, both manage- 
ment and programming. Cap- 
able writer and speaker. 
Please address reply to Box 
7676, Advertising Age. 11 E. 
47th St., New York 17, N. Y. 


| 
ARE YOU successful — but un- 


happy in your present adver- 
tising agency connection? 


ARE YOU a “one man" Agency 
loaded down with detail and 
financing? 


WE ARE a moderate sized Chi- 


cago Agency with full recogni- 
tion and excellent credit, from 
which one of the principals has 
retired. 


CAN’T WE get together for mu 
tual benefit? All letters strictly 
confidential. 

ADDRESS 
Box 7680, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hil. 


PUBLIC RELATIONS EXECUTIVE 
Organization, Publicity Background 


Executive, 29; strong background in or- 
ganization, promotional publicity and 
advertising; journalism degree; four 
years as campaign director for fund- 
reising counsel firm; presently em- 
ploy with that firm, salary $10,000 
plus; heavy experience in supervising 
preparation of copy, printing, meet- 
ings; excellent appearance, able speak- 
er. Desire to make change; will require 
three months notice in fairness to 
present firm. 


Box 7677, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


Representatives wanted—now calling on 
manufacturers and their advertising agen- 
cies—lucrative media, exclusive terri- 
tories, liberal commissions. 
Box 3307, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
MISCELLANEOUS 
Your name, address on 1000 gummed 
labels $2.00 postpaid. Colorful. 
HOUSE OF BUTTE 
Room 2201, New York 17 


551 Fifth Ave., 


COPYWRITER 


An unusual opportunity for a man with a 
well rounded creative background to work 
for a leading Chicago recreational manu- 
facturer. A sound thinker who can grasp 
facts quickly, plan and write copy for 
sales promotion books, direct mail pieces 


and ¢ g 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Send complete resumé of employment, 
present salary, age, draft status, and sal- 
ary required. 


Box 7678, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


WiT 
ELECTRIC 


H 
SPECTACULARS -« 


OUTDOOR A 


The R.C Maxwell Co. Atiantic itv NSA 


MAXWELLS HIGHSPOT DISPLAYS 


ON THE FAMOUS ATLANTIC CITY BOARDWALK 
IT’S 18,000,000 ANNUAL VISITORS 


POSTERS « PAINTED DISPLAYS 


DVERTISING 
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American Heritage 
Foundation Issues 
Rededication Book 


New York, Aug. 16—The Amer. 
ican Heritage Foundation has pub. 
lished a “Mid-Century Manual 
Proposing Rededication to Oy 
American Heritage for Your Com. 
munity in 1950-51.” 

The 64-page volume is designed 
as a guidebook for organizations 
planning to conduct community, 
educational or special events pro. 
grams on major patriotic holidays 

It contains hundreds of sugges. 
tions for arranging a local m 
dedication program, securing the 
support of labor and management 
groups in the community and stim. 
ulating interest in the project ip 
schools, civic and fraternal organ- 
izations, veterans’ groups, women’s 
clubs and churches. 

The foundation’s new book algo 
offers pointers for securing press 
and radio publicity, arranging dee. 
orations and displays, and it in- 
cludes material which may be 
adapted for speeches, editorials, 
feature articles and spot announce. 
ments. 

American Heritage Foundation, 
25 W. 45th St., distributes the vol- 
ume. The price is $5. 


Godfrey's Picture 
Plugs Pillsbury’s 
$100,000 Contest 


MINNEAPOLIs, Aug. 17—Pillsbury 
Mills Inc. has put Arthur God- 
frey’s picture on every sack of 
Pillsbury’s flour to promote its sec- 
ond $100,000 recipe and _ baking 
contest. 

In addition to Godfrey’s picture, 
each bag of flour contains rules 
and an entry blank, plus a list 
of prizes topped by a free trip to 
New York for the Waldorf-Astor- 
ia “bake-off.” om 

Pillsbury started putting entry 
blanks in its flour sacks on June 
5, before the Korean crisis. If it 
appears that the contest is out of 
keeping with possible food short- 
ages resulting from the war, Pills- 
bury has announced that it will 
change the contest accordingly. 


Leigh Introduces 
Flamingo Lemonade 


Concentrate in East 


New York, Aug. 15—Flamingo 
frozen lemonade concentrate, 4 
product of Leigh Foods Inc. here, 
was introduced last week in 
New York City, Westchester Coun- 
ty, N. Y., Fairfield County, Conn, 
and New Jersey. 

The lemonade concentrate is be- 
ing pushed via ads in 30 northern 
New Jersey dailies, a Broadway 
spectacular and two blimps carry- 
ing the Flamingo legend. 

Packed in six-ounce cans, the 
product is said to be “priced com- 
petitively with major brands.” 

Leigh recently introduced fro- 
zen orange juice under the Flamin- 
go label (AA, June 5) and plans 
to push it in the fall with news- 
paper, magazine, TV and radio ap- 
pearances. 


WSDM Increases Power 


Station WDSM, Americat 
Broadcasting Co.’s northern outlet 
in Duluth, Minn., and Superior, 
Wis., has increased its power from 
250 to 5,000 watts day and night. 
Gordy Robinson has been appoint- 
ed promotion manager. 


C. E. Wolf Jr. Joins IGA 


Carl E. Wolf Jr., formerly sem 
or research analyst at Leo Bur 
nett Co., Chicago, has joined the 
supervision staff of Independent 
Grocers’ Alliance at its nation 
headquarters in Chicago. 
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You Ought foKnow. . . 


The phenomenal success of the 
recent RCA Victor special supple- 
ment promotion in 43 newspapers 
to help kick off the company’s new 
television line grew out of the 
mind of 34-year- 
old James M. 
Toney, advertis- 
ing manager of 
the RCA Victor 
Home Instru- 
ments Depart- 
ment. But Jim 
Toney explains 
that it was not 
original; it was 
merely a new 
angle to the oft- 
used idea by 
newspaper promotion departments 
when a new TV station begins op- 
eration. 

Actually, youthful Mr. Toney 
feels that there really are no orig- 
inal ideas in product advertising, 
just new twists to old ones. And 
ion these twists are original you 
have the difference between a suc- 
cess and something indifferent. 

“I believe in doing things dif- 
ferently whenever it is practical, 
because that sets us aside from the 
run of the mill,” he said. 


err ane 7 


J. M. Toney 


s For example, the first large pro- 
motion Toney handled _ shortly 
after he came to RCA Victor in his 
present capacity in 1948 was an 
intensive drive for 45 rpm record 
players. He got the idea, and it met 
with good reception at the front 
office, of putting special RCA Vic- 
tor wrappers on packages of Life 
Savers and distributing them to 
the press, distributors and dealers 
to gain the needed interest and im- 
petus. 

He ordered several different 
colors to match the colors of the 
small records, but when he began 
mailing them he discovered that 
the yellow Life Savers” included 
the “lemon” flavor. Immediately 
the horror of the “lemon” or fail- 
ure idea became evident. There he 
was stuck with some 10,000 lemon- 
flavored Life Savers, and there are 
rumors in the RCA organization 
to the effect that he’s still looking 
fora way to unload them. 


a The use of tabloid size supple- 
ments to open up the campaign for 
the sale of the new RCA television 


James M. Toney 


line was his idea of twisting an old 
idea of special promotion sections 
to the advantage of his company. 
He expected about 39 newspapers 
to cooperate with him on either 
12-page supplements with only 
paid advertising or 16-page sup- 
plements with editorial copy. Of 
the 43 papers, 41 cooperated with 
editorial support. 

Mr. Toney’s advertising ideas 
are not those of a man who grew 
up in advertising. Actually, they 
were taken from a little black book 
of notes he had made during a 
period of years selling products 
over the counter and in the field. 

He started selling while in De- 
eatur, Ill., where his father is still 
a distributor of electrical materials 
and appliances. During summer 
vacations his father put him to 
work behind the counter and later 
out in the street. Yet, originally 
he had directed his attention to 
a career as a metallurgist and after 
graduation from the University of 
Illinois he entered that field. The 
depression years changed that, and 
he returned to his first love of 
selling. In 1938 he joined Faries 
Mfg. Co. in a sales capacity and 
sold lamps, light fixtures and other 
products to large companies, in- 
cluding RCA Victor. 


s With many friends in RCA Vic- 
tor, he finally joined the RCA Vic- 
tor Distributing Corp. in Chicago 
as a salesman at the end of the last 
war. In a year’s time he became 
assistant to the general manager 
and then merchandise manager. 
Then he went to Camden in Nov- 
ember, 1948. 

During his sales career (with 
the hope that he might be able to 
use them) he kept notes on what 
he thought was wrong with the 
advertising and promotional sup- 
port his companies were giving 
him as a salesman and his dealer 
customers. 


a When he joined RCA Victor in 
Camden he found that he could 
put some of his ideas into prac- 
tice. He did. For example, while in 
the field he always felt that co- 
operative ad mats supplied by the 
manufacturers were entirely too 
institutional. The ads promoted the 
manufacturer and made it appear 
that the brand name was paying 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-l 
service works like that in the production of your advertis- 


Notice the wonderful way 


ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-] service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 


a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 


for the space while the dealer 
merely signed his name. 

“That is one of the big reasons 
many cooperative campaigns fail,” 
he stated. “Many dealers refuse to 
pay for such space even coopera- 
tively. Primarily dealer advertis- 
ing should play up the dealer in an 
effort to bring customers to the 
store. He should not be asked to 
lose his identity.” 

Working on that basis, Mr. 
Toney proceeded to revise the RCA 
Victor cooperative advertising, put 
the dealer into the headlines, pro- 
vided space for special items, such 
as instalment terms, how late the 
store is open, etc. He played up 
price as a big item. 

The revision has been success- 
ful and the cooperative campaigns 
by RCA Victor have become mu- 
tual affairs and not one-sided. 


# Another matter which had been 
worrying Toney for many years 
was the enormous waste on pro- 
motional and display materials of 
all kinds. This was another matter 
he tackled immediately because he 
felt that he knew intimately what 
dealers wanted, liked and needed. 

For example, he found during 
a survey that pieces designed for 
transient use of one to two weeks 
were frequently up six to eight 
months. In fact, he found some dis- 
play pieces of prewar vintage still 
in windows and on counters. 

“One problem on display mate- 
rial is to get stuff down when it 
outlives its usefulness,” he said. 
“That is an important policing job 
in our industry.” 

Another problem is the hair-line 
decision of providing too much ma- 
terial to go to waste or too little 
to meet competition. In his case, 
he must be on his toes to keep 59 
distributors and some 20,000 deal- 
ers well supplied, but not oversup- 
plied. 


@ His third big “black book” item 
was actual national advertising, 
copy and illustration. Maintaining 
a completely versatile advertising 
policy, with the exception of com- 
pany identification, he works on 
the basis of “maintaining good 
readership, believability and con- 
viction of purpose.” 

After that, in the television field, 
it was his department which had 
to solve the problem of getting 
the most out of the ad dollar in 
view of the geographically limited 
areas of television reception. He 
realized that national consumer 
publications are extremely valu- 
able in coverage, but he also knows 
that about half of the circulation of 
any national magazine you men- 
tion covers non-TV areas. 

With added funds provided by 
increased television sales, he de- 
cided to concentrate on newspapers 
directly in television markets. 
Early in 1949, RCA Victor turned to 
daily newspapers in a big way. 
Readership and circulation surveys 
show that in the regional markets 
they get about 90% coverage. He 
then added support to daily news- 
papers with Sunday supplements, 
using a magazine style of type and 
layout. 


a “The objective was and is to es- 
tablish a base for the dealer to 
take advantage of the popularity 
and acceptance of the brand 
name,” he said. “I believe that has 
been done successfully, regardless 
of the size of the market. The po- 
tential is what we are interested 
in.” 

That, he claims, is the salesman 
in him. He feels that advertising 
is meant to do nothing more than 
sell, and since the dealer knows 
the value of good advertising, it is 
up to the manufacturer to work 
closely with the dealer. 


‘Inquirer’ Ups Ad Rates 


Philadelphia Inquirer will raise 
both daily and Sunday advertising 
rates 5¢ a line. Color rates, how- 
ever, are unaffected. 


Amsterdam Syndicate Brings 
Action Against Garage 


Amsterdam Syndicate Inc., New 
York, has started action in the U. 
Ss. district court, New Haven, 
Conn., against the Jewett City 
Garage, claiming infringement of 
a copyright in a newspaper adver- 
tisement. Amsterdam has asked 
the court to restrain Adam Ro- 
jeske, operator of Jewett, from 
making any further use of portions 
of the booklet, “Advertising Helps 
for Automobile Dealers in Sup- 
plying Speedy Service,” copyright- 
hg the New York company since 

Rojeske is said to have made 
use of a portion of the booklet on 
April 20, 1950, in an ad for his 
garage in the Press, Jewett City, 
Conn. 


Rigby Gets Account Post 


Ruthrauff & Ryan, New York, 
has appointed Wallace Rigby, for- 
merly with Shellmar Products 
Corp., as an account executive. Mr. 
Rigby has specialized in packaged 
products with the Kroger Co., 
Young & Rubicam, and Libby, 
MeNeill & Libby. 
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Battery Group Changes Name 


Gould-National Batteries Inc. 
is the new name of National Bat- 
tery Co., Trenton, N. J., No policy 
or organizational changes are con- 
templated. 

National Battery Co. entered the 
industrial storage battery field 
through the purchase of Gould 
Storage Battery Co. several years 
ago. In June, 1947, it purchased the 
equipment and industrial storage 
battery business of the Philco 
Corp., also in Trenton. 


Adams Joins ‘Park East’ 


Darwin Adams, previously with 
Social Spectator, New York, has 
been named advertising manager 
of Park East. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Harwe Ferrill &- Company 
11 E.WALTON PLACE - CHICAGO II 


player will win out : 
most often in the end 2 


You don't have to gamble when you select a radio 

station in Memphis. When you choose WMC, you are 

following the example of hundreds of other ‘‘blue- 
_ chip” advertisers who have made WMC a continuing 


; investment for years. | 


EACH YEAR, FOR THE PAST FIFTEEN YEARS, a 
WMC HAS CARRIED MORE LOCAL, REGIONAL 
AND NATIONAL SPOT BUSINESS IN | 


TERMS OF DOLLAR V 
THER RADIO STAT 


WW NAS 


LUME THAN ANY 
ON IN MEMPHIS. — 


NBC—-5000 
WATTS—790 


WMCF 260 KW Simultaneously Duplicating AM Schedule 


WAM T ticst tv station in Memphis ond the Mid-South 
National Representatives, The Branham Company 
Owned and Operated by The Commercial Appeal 
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Sargent Appoints Duff 


J. Bryer Duff has been appoint- 
ed general sales manager of Sar- 
gent & Co., New Haven, Conn., 
hardware manufacturer. He suc- 
ceeds Henry T. Bourne, vice-pres- 
ident and general sales manager, 
who has become president and 
general manager of Montgomery 
& Crawford Inc., Spartanburg, 
N.C 


Carboloy Promotes Three 


J. E. Weldy, sales manager, has 
been appointed marketing man- 
ager of Carboloy Co., Detroit. J. 
S. Gillespie, manager of tool and 
wear parts sales engineering, has 
been named product sales mana- 
ger, and J. M. Bertotti, assistant 
sales manager, has been appointed 
field sales manager. 


2D, 


Assignments covered trom coast to coast for 
purposes. 


advertising, editorial and research 


Sikes Write for booklet nck 


38 PARK PLACE, NEWARK 2 nd 


Free & Peters Adds Three 


William B. Wiemers Jr., Rich- 
ard F. Kieling and John E. Erick- 
son Jr. have joined the Chicago 
office of Free & Peters, radio and 
television representative. Mr. Wie- 
mers, formerly with United Stove 
Co., and Mr. Kieling, formerly 
with Mars Inc., will specialize in 
television sales. Mr. Erickson, 
formerly with the Chicago Herald- 
American and the Philadelphia In- 
quirer, has been assigned to AM 
radio sales. 


Jam Handy Transfers Brookes 


John S. Brookes, formerly with 
the Chicago planning staff, has 
been transferred to the Detroit 
planning headquarters of Jam 
Handy Organization. He will 
assist in the development of vis- 
ual materials for use of the organ- 
ization’s customers. ; 


Public Vehicles Sell Gum 

St. Louis Public Service Co. is 
experimenting with penny gum 
vending machines. If the test 


proves successful on a few of its 
| vehicles, the machines will be in- 
stalled on others. 


On Them 
It Looks Good 


MURINE for milady’s eyes; 
REVLON for her lips— 
LADY ESTHER for her skin 
GOSSARD for her hips. 
GOLD STRIPE for her shapely 
legs; 
CUTEX for her nails 
MAIDEN-FORM to help her trap 
Unsuspecting males. 
Put them all together, then 
Add dress and shoes to match. 
The net result’s delightful; 
Thank Advertising——natch! 
—ALLEN THRASHER, 
Ralph H. Jones, Co., Cin- 
cinnati. 
Contributions to the AA poets’ 
corner are welcome. The pay: a 
chance to see your verse in print. 


Joins Ley & Livingston 

Robert G. Gumpertz has joined 
the art department of Ley & Liv- 
ingston, San Francisco. 


Rosen Discontinues Ads 
on RCA Television 
Raymond Rosen & Co., Philadel- 
hia, regional distributor for RCA 
ictor, has halted all of its own 
advertising and withdrawn au- 
thorization for all dealer cooper- 
ative ads on RCA television due to 
the “overwhelming shortage” of 


‘instruments. The company dis- 


closed that it will shortly resume 
only institutional advertising with 
RCA Victor on a limited scale. Al 
Paul Lefton Co., Philadelphia, is 
the agency. 

Dealer cooperative ad alloca- 
tions for the RCA Victor 45rpm 
records and phonograph are not 
affected by the new order. 


WBRD Begins Operations 

WBRD, a new 250-watt station 
in Ft. Lauderdale, Fla., has begun 
operations. Bob Standart is station 
manager and Frank Hainey, pro- 
gram director. 


Appoints Robert Dawson 

Robert F. Dawson has been ap- 
pointed production manager of 
Wilson, Haight & Welch, Hartford, 
Conn., agency. 


In May LIFE International reported an 
82% advertising linage gain over the first 
five months of 1949. And LIFE Inter- 
national is still chalking up 82%gains— 
now covering the January through July 
period. 

For the reasons behind this great and 
continuing appreciation of the effective 
job LIFE International is doing in selling 
and preselling today’s export markets— 
the selling and preselling job LIFE Inter- 
national can do for you too—ask any of 
these important export advertisers: 

Air France 

Allis-Chalmers Manufacturing Company 
American Foreign Insurance Association 
Borg-Warner International Corporation 
Bowater Paper Corporation (Britain) 
Brewing Corporation of America 

British Airways 

British Travel Association 

James Buchanan & Company (Britain) 
Burroughs Adding Machine Company 
Canadian International Trade Fair 
Carter Products, Inc. 

Cassell Publisher's Service 


Caterpiller Tractor Company 

Champion Spark Plug Company 
Chrysler Airtemp 

Chrysler Cars 

Chrysler Industrial Engines 

Chrysler Marine Engines 

Chrysler MoPar 

Chrysler Oilite 

Cyma Watch Company (Switzerland) 
De Soto Cars 

De Soto Trucks 

Dictaphone Corporation 

Dodge Cars 

Dodge Trucks 

Douglas Aircraft Company 

Dunlop Rubber Company, Ltd. (Britain) 
Eastman Kodak Company 

Electric Auto-Lite Company 

Fargo Trucks 

Firestone International Company 
Franke & Heidecke (Germany) 
Frankfort Distillers Corporation 

Fraser, Morris and Company 

Friden Calculating Machine Company 
Incabloc-Universal (Switzerland) 
International General Electric Company 
International Harvester Export Company 
Jaeger-LeCoultre (Switzerland) 

KLM Royal Dutch Airlines (Holland) 
Kaiser-Frazer Sales Corporation 
Kelvinator Div.—Nash-Kelvinator Company 


ae een, eae 


Leonard Div.—Nash-Kelvinator Company 
Lockheed Aircraft Corporation 

Province of Manitoba 

Mack International Motor Truck Corporation 
The Mennen Company 

Monsanto Chemical Company 

Nash Motors—Nash-Kelvinator Company 
The National City Bank of New York 
Nuffield Organization (Britain) 

Omega Watch Company (Switzerland) 
Packard Motors Export Company 

Pan American World Airways 

Philips of Eindhoven (Holland) 

Plymouth Cars 

Remington Rand, Inc. 

Royal Typewriter Company 

Schenley International 

The Simonize Company 

Socony-Vacuum Oil Company 

Standard Brands International 

Standard Motor Company, Ltd. (Britain) 
Standard Oil Company (New Jersey) 

The Studebaker Export Corporation 
Swiss Watch Federation 

Sylvania Electric Products, Inc. 

Trans World Airline 

U. S. Rubber Export Company 

Universal Genéve (Switzerland) 

Vacheron & Constantin (Switzerland) 
Hiram Walker & Sons, Ltd. 
Westinghouse Electric International Company 
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Miller Laboratories 
Develops New Dyes 
for Color Prints 


Ho.Ltywoop, Aug. 16—A new 
method of reproducing color trans. 
parencies from color film, for aq. 
vertisements, catalogs, pos 
etc., has been developed by Frank 
Miller Laboratories here. It is be. 
ing used in the Chromart prints 
which the company makes from 
agencies’ transparencies. 

The new method employs print- 
ing dyes in a wide range of hues, 
instead of the usual three primary 
colors. This group of dyes, with 
identical printing characteristics 
was developed by the laboratories 
after eight years of experiment. 
ing with both imported and do. 
mestic dyestuffs. 

These color dyes were developed, 
according to Frank A. Miller, head 
of the laboratories, because no 
dyes or pigments could be found 
that were perfect primaries, ie, 
that would reproduce nearly the 
entire visible spectrum. 


s To get the best results, Miller 
said, color combinations that favor 
the subject or the treatment speci- 
fied must be chosen. This parallels 
somewhat the practice of several 
European and American lithog- 
raphers of fine reproductions, he 
added. 

Chromart today, Miller says, 
is the only custom print used ona 
nationwide scale by major agen- 
cies that prefer to shoot prints in- 
stead of films. 

Plate making from color film it- 
self, Miller predicted, will become 
obsolete for all except low-budget 
or very rush jobs, once art direc- 
tors become familiar with the new 
transparencies. 


Two Form Research Concern 


_A. S. Bennett, formerly head of 
his own research organization, and 
Cy Chaikin, formerly research 
manager of the New York Her- 
ald Tribune and research director 
of Grey Advertising Agency, have 
formed a new marketing research 
concern, A. S. Bennett-Cy Chaikin 
Inc., at 480 Lexington Ave., New 
York, 17, N. Y. Mr. Bennett will 
serve in a consultant capacity and 
Mr. Chaikin will be president of 
the company. 


ABC Appoints Larimer 


L. D. Larimer, formerly with 
CBS radio sales in Chicago as ac- 
count executive and in Los Angeles 
as manager, has been named sales 
manager of the network and na- 
tional spot sales department of the 
American Broadcasting Co.’s west- 
ern division in Hollywood. He will 
supervise AM and TV network 
sales and national spot sales for 
ABC’s stations in New York, Chi- 
cago, Detroit and Washington. 


Gets Alma Paint Account 


Muter, Culiner, Frankfurter & 
Gould, Toronto, has been appoint- 
ed to direct the advertising for 
Alma Paint & Varnish Co., London, 
Ont. A fall campaign, starting m 
September, will be supported by 
displays, direct mail and other 
helps. Plans are already under way 
for spring, when the company will 
launch the biggest campaign i 
its ten-year history. 


Sets Pre-School Drive 

Holiday Sportswear Mfg. Co. 
Toronto, maker of children’s weal, 
this month will launch a pre 
school opening campaign in dailies 
in selected cities across Canada. 
Muter, Culiner, Frankfurter & 
Gould, Toronto, is the agency. 


Aldens Opens New Store 

Aldens Inc., Chicago, has opened 
a retail store in Rockford, Il!. The 
new store is the tenth of Aldens 
retail units. 


Walsh Appoints MacTaggart 

Walsh Advertising Co. has ap 
pointed J. A. MacTaggart to the 
executive staff of its Toronto 
office. 
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iment. 19.9 7 1793 1492 13,703 12895 123,383 102,685 Ti 25,639 wie 22,176 Id a 1,082 7/6 \aug. //4, 069 
4 688 685 7185 7657 43,450 43,292 453,934 483,796 
19.8 7 2055 6 8512 8,048 88,196 80,162 
He gi tt ek See kes a aes Ne ce er ea 
Holiday < i 2 X , , y ' 3 : 7 a 
eloped, | jfouse Beauiitul ..../2/...: 586 0 56.9 7478 7461 371036 35,954 472579 471,524 “so (‘ites «tsoo” “ise” ‘See ‘et a 
r, head House & Garden ............ 36.2 34.7 6396 629.0 22,901 21914 404, 7, Youth 
86 BO fetedden Men's “Group > 2 = ma i hUee|hCUcee I 
en en’s Group ..... a 4 V i ‘ X J » 
found | Mechanix Ilustrated ........ 534 542 5550 S645 11968 12,145 124,327 126,459 | jhe American Girl ........... as Ue hl COS 6G 48 1? 
8 allan aalite 9.4 81 107.9 1131 6403 5,540 73,319 76,789 
an Motor boating ............. 69.7 56.2 747.7 695.0 40,989 33,032 439,531 408,643 | fete Road eS came 4 ms | Sana — fo et 4 
Ss, Le, National Geographic ........ 248 305 307.9 306.7 5,896 7,270 73,139 72, Ree gt 8 tees eeeess ms 60OS OSes Ces Cans Py tt 
‘ly the Nation’s Business ........... 22.4 18.7 247.3 232.7 9,606 8,008 106,085 ee te ee ae aan eae se +e as — aa. aa- : a monte oie 
e i Spa? 4 3, 924 6.405 7,333 . 2 eee ey 44.3 0 338.2 386.9 21,382 25,639 172,212 194,218 
Nature Magazine .......... 13 2.2 14.8 17. 58 ’ ‘ 
it eee 17.2 15.0 183.8 122.4 11,624 10,212 124,830 $3,273 Not included in totals. {No August 1949 issue. . 
wlar Fiction Group ....... ¥ . ° . ’ y 
Mill i 104.2 1039 1,081 11,1765 23,331 23.267 243.285 263,535 | Comics Magazines 
er Papier Selente ............ 96.1 96.5 1,007.6 1,039.3 21,521 21,606 225,631 235,056 +*Archie Comics ............ 8.5 65 —_, ie 3,213 2,457 pe 
t favor ED Ana 6 0:9 4 ghedeeees.e 13.3 “15.8 161.0 186.9 5,727 6,766 69,018 80,165 Fawcett Comics Group ....... 5.5 9.7 48.4 54.2 2'079 969 18,315 20,827 
: ES ee 21.7 19.7 178.3 195.9 9,320 8,438 76,491 84,063 *Harvey Comics Group ...... 7.0 8.0 27. 4, 2.646 3.024 10,432 9.261 
-speci- t y oup 6 24.5 ¥ 0: 0, ¥ 
Rotarian 66... sees eee e ees 4.3 6.1 51.7 71.1 1,865 2,614 22,249 30,494 | Ley. Gleason Publications ...... 115 8.0 83.1 59.4 4,375 3,276 31,6 22,932 
rallels er eer epopiegtess 6.3 9.4 632 100.0 2.712 4,043 27,116 42,892 | Marvel Comics Group: , 
several Sunset... eee cere cece ees 65.0 510 603.1 14.2 27,285 21,414 256,968 215, (Total 3 Units) .......... 33.0 27.0 2527 1935 12,474 10,206 95,571 73,097 
; Thrilling Fiction Group ....... 8.4 9 %.8 1107 1,876 199 21,713 24,799 SE stahcsrceca ce s+ 11.0 9.0 84.0 61.7 4158 3,402 31,751 23,301 
lithog- Town & Country ............ 46.5 33.3 443.3 426.6 31,241 22,358 297,906 286,707 é tat seksi 4 et 34'852 
Blue Unit . 8 11.0 9.0 85.1 658 4158 3, "193 : 
ns. he RR PS eR a ee 19.0 18.0 241.8 232.4 8,157 7,708 103,753 99,867 *Yellow te hn oe 11.0 9.0 83.6 66.0 4 158 31,626 7 
’ ET eC hci ge thot: 71.4 606 711.9 __ 711.0 _ 41,983 35,632 418,596 _418,0¥8 | National Comics Group: ’ " 
Total Group ............. 1,347.1 1,263.4 “14,687.7 14,402.6 639,900 591,694 7,084,466 6,881,305 (Total 2 Units) .......... 75 15 98.0 1215 2,835 4,347 37,049 45,827 
says, *Not included in totals. “One magazine 1950; 3 magazines 1949. “July-August issues combined. “Larger page size 1950.  )f Foe orepaae 4.5 6.0 54.0 66.0 1,701 20,316 24,948 
“August-September issues combined. ED so ttibhoonases 3.0 5.5 44.3 55.4 1,134 2,079 16,7 20,979 
d ona Standard Comics Group ...... 2.5 10 26.5 26.5 945 10,017 10,017 
agen- Women oo fl ere 0.2 1.3 2.1 9.9 66 . 
nts in- SL ee 75. 87 «GOL 6 OM MS | ic inte ee Oe Oe 
Deil Modera urvup. 
me a ee ee ee = ete ee ee 
4 dern Screen ..... b» . 5 " , ’ a ‘ x 
Screen St Sl 300 = 350 = 257.6 © 273.7 «12,849 ~=—:15,029 110,586 + —- 117,419 = & =F 2S #& —— == 
ecome fp Siy Circe (Nat): |... «=| Sk) 3R8 BRS OARS «OLse2e ola'ag2 «11030 93,617 1950 | 1949 1949-1950 9 
budget TT ss verestsse 450 489 3713 334.6 19,305 20,992 159,297 143,534 | Weeklies, Bi-Weeklies, Semi-Monthlies—July 
irec- Fawcett Women’s Gruup: ican Weekly ........... 49.4 7.1 425. 7.0 49,408 57, 425,498 466,921 
on Motion Picture ........... . 334 329 = 248.9 266.5 14,346 14,19 106,733 114,323 | Business Week 289.9 2691 2.1680 2.0959 121'736 113010 908882 «BY LB23 
le new Movie Story ooccccecsoces 31.8 31.6 242.6 262.6 13,661 13,577 104,112 112,680 *Capper’s Weekly st ee 3.4 3.8 44.1 45.9 7,605 8,410 98,781 102,880 
True Confessions .......... 37.5 36.1 . 316.9 343.4 16,095 15,499 135,739 147,563 Christian Advocate .......... 13.7 116 126.9 117.8 5,672 4,817 52,559 48,761 
eR 14L0 104.8 743.2 714.9 60,477 44,968 318,832 306,715 ES oe Se cea ; 120.1 123.3 900.1 982.3 81,639 83,865 619, 114 667,918 
Good Housekeepi.g .......... 96.1 91.0 1,085.3 1,058.8 42,072 39,035 466,581 454,197 a ie oat 88.2 76.5 oo cacet en dl 37,817 32,798 ol patice 2 
ern ll RES 108.9 100.0 732.1 «785.7 68,817 63,215 462,695 496,653 | sgortes 213 16.1 2209 1805 18.965 6,906 92,833 77,398 
illman Women’s Group: SR TAO ACN ‘ 14. 169.4 147.8 25,670 14,980 177,746 55, 
ead of Movieland .........+..++: 20.0 204 1486 1698 8602 8,758 63,827 «LG peberod-aapactepapatee 2s) 1986. 2,133.6 2,017.1 167,086 132,298 1,450,735 1,371,527 
n, and Real Romances ........... 1.3 615506 6B 619 7,872,657 65,008 26 PaO SeE Ornate 1005 85.5 ‘8168 739.0 68,344 58,138 555,390 502,488 
, *Real  catcsss ceaeks 18.3 15.5 146.8 1619 7,872 6,657 63,008 69,521 SNewsweek . 198.9 153.7 1,461 1,437.0 83,556 64,562 613,837 603,523 
—<— ieee elds .......+... a ae Re eee HR ack s M037 70.3 1,027.4 «980.7 $1,888 59,788 © 867,109 833,633 
} - PE. phbcdetiesrasecess ° . . 5 5 , , » 2 1 ‘ 624. 461 i 769,7 , 
irector | Household ono: 36.4 301 3623 326.1 15,631 12,902 155,424 139,862 | New Yorker "a, ‘ms “ees “Sea ae) eee - 207.793 
. Women’s Group: : 25.9 3 3016 14,958 11099 136,773 9; 
» hove intimate Romances ........ 18.9 20.2 165.6 229.1 8,086 8680 71,082 98,376 | ‘eaturday Ewing Post”. ..).. 3083 ©2688 «24661 2.4084 207, 182,766 1,676,958 1,664,939 
search Movie Life .............. 169 229 515 2211 7,257 9,832 64,066 94,929 | Saturday Review of Literature . . 27.6 29.1 365.3 300.9 11,824 12,469 156,724 ‘129,095 
haikin Movie Stars Paraue ........ 17.4 22.3 150.6 219.1 7,465 9,551 64,709 94,059 Sporting News ............. 43.0 31.5 206.7 187.7 46,6 34,220 221,7 00,338 
New Personal Romances ........ 208 236 186.7 2734 (8907 10,127 80,1395 117,896 | This Week ................. Y 43.8 440.4 3714 46,559 37,236 374,344 315,587 
Sool Ladies’ Home Journal ....... 78.0 858 900.7 | 915.3 53,060 58,328 612,468 622,595 | iting 234.3 205.0 1,9426 1,975.7 98, 096 815,897 829,819 
it will Mademoiselle .............5 222-1 243.6 = 794-9 = 1,018.0 95,273 104,489 = 381,081 = 49,526 | ay. S. News & World Report .. 70.4 812 656.2 647.6 29568 34,109 275,596 __271,981 
ty ams PS ee aS aT 221387 19434 209,389 207, aa2 Total Group ........:.. 2,159.7 1844.4 7,947.2 17,293.6 1,265,660 1,082,716 10,516,774 10,147,897 
ent of Parents’ (MY Mews Eu). 869)|509 S457. 24,410 21/846 234/592 234,873 *Not included in totais. “Five issues both years. ‘Smaller page size 1950. Five issues 1950; four issues 1949, 
— ‘ a 24, _— 203, — 
cer eaptenenaite is? 160 1303 © len 130874 O83 oie? 71.992 Canadian National Weekend Newspapers (Rotogravure Linage) 
RS ike a'p «ob bilo 0 006 650 192.6 183.5 840.2 847.7 120, a , ’ aes 32.2 28.6 279.8 245.5 32,158 28,583 279,713 245,532 
Tetay's Lo 35.9 23.7 372.0 235.7 15,391 «10,172 159/549 = 102,138 | [2 pre cssscccccet 33.7 30.7 = 303.9 253.7 33,714 30,660 303, S71 253,676 
rue Story Womens Group: ET 0, concneectiinalns 324 276 3186 289. : , y 
B Radio & Television Mirror .. = 29.2 = 27 2187 ms Be Se CO By Star ec eee 59.0 357 4612 360.5 56,004 33,938 438,438 342.515 
a! ae 4 : 3526. ° " > nt ee«alt ew hey «len es 
ngeles onteakes 308 235 2518 2325 13,202 10,085 99439 © 99,812 | Total Group ............. 157.3 1226 13635 1149.1 154,267 120,755 1,340,619 1,131,181 
1 sales True Love Sto, 30.0 224 226.0 2364 12,848 9,594 96,925 101,566 CLE IO ETA TE EEN OE ETD | 
True Romances ... rie! 31.1 255 243.3 260.2 13,338 10,927 104,367 111,638 int kant icin toe a lke ae, 
id na- 5 eae eee 55.7 49.0 465.9 460.9 23,877 21,000 199,844 197,675 1950 1949 1950 1949 1950 1949 1950 1949 
of the Vogue (2 issues) 165.4 160.4 1,029.2 1,164.4 104,551 101,365 650,472 735,908 
west- Western Family: Canadian and Foreign 
le will Southwest Edition ......... 31.4 31.4 310.3 280.5 13,474 13,441 133,589 119,944 Canadian Home Journal ...... 27.5 32.3 284.3 316.1 18,716 21,907 193,264 214,950 
twork *Northwest Edition ....... 27.8 27.1 2714 2236 11,944 11,626 116,480 96,022 | Cansdian Homes & 
es for Woman's Day (Nat'l) ....... 416 343 4034 3629 17,840 14,705 173,023 155,652 ED | Covescnsormnpsbas 30.6 27 344.7 347.2 20,581 18,210 231,843 233,879 
. “Chi *All Editions ............ 44.8 378 4445 3851 19,231 16,230 190,727 165,156 | Chatelaine oS, 24.2 8 2803 3103 16,458 18874 190,676 210,945 
? ” Woman’s Home Companion .... 56.4 50.3 586.7 568.1 38,379 34,182 398,896 386,302 Sashes @ Meme) s cacoscs iss rH 424.5 5 bye} oe 288,621 197 
on. LRP 2,031.0 1,950.1 15,081.4 15,884.81,022,172 986,480 7,544,706 7,976,453 . all ° [RA ‘Wo nthly ane 16.3 20.8 127.9 206.8 11/140 14170 87,225 140,870 
, *Not included in totals. jSmaller page size 1950. *tNew Liberty ............. 26.3 13.7 — —=— 11,297 cs 
Reader’s Digest: 
Outdoor French Edition .......... 45.5 365 0 2965 8281 6,643 53,963 
‘ter & 7 : ; : ‘74 
point- | American Rifleman .......... a 8 m6 ms nus ms es (lee | eel CLlUCUelU eS ll ehlUcS lu 56,695 
for | Field &-Stream ............ 413 43.9 517.6 = 544.4 «17,730 18,744 = 222,092 = 233,443 | Revue Populaire, La ......... 20.0 19.7 207.3 232.7 13,968 13,767 144,987 162,899 
is Fur-Fish-Game ............. 16.3 16.6 162.3 168.1 6,971 7,109 69,512 72,121 | s+Samedi ..............--- 215 26.6 211.7 250.1 15,060 18628 148,170 175,075 
ondon, Hunting & Fishing .......... 15.2 16.0 185.5 196.4 6,505 6,863 79,557 84,322 | ot*Time-Atlantic ........... 45.7 45.0 265.2 282.8 19,180 18,900 111,370 118,790 
ing in Outdoor Life 44.7 376 464.0 463.3 19,180 16,130 199,094 198,734 | +*Time-Canadian ........... 94.7 612 7234 6032 39,760 25,690 303,800 253,330 
by § {Outdoorsman |............. ; 578 5,916 75,646 71,947 | {*Time-Latin American ...... 72.7 74.5 466.4 501.5 30,520 31,270 195,860 210,610 
ed by ||Outdoorsman ............... 200 138 1762 £1678 = 8, ' , , in i i 26,610 
, ' 35.3 478.2 4985 17,162 15,161 205,134 | 213,871 | t*Time-Pacific ............. 29.0 235 2035 1613 12, , 
other _, Spend ee ree 40.0 ’ 
way f Total Group ............. 226.5 2102 2,359.4 24308 97,142 90, 1,012,120 1,042,735 | _ Total Group ............. 2318 2225 2,408.1 2,359.8 112,959 SOG | Lae IES 1.206, 0as 
'y will lMerava with Outdoors. Con.parative figures 1949 are those of Outdoors. *Not included in total. tJuly linage. “All Time issues have five issues 1950; four issues 1949. “July-August issues combined. 
gn in 
isi Li in Farm Publicati 
August Advertising Pages and Linage in Farm Publications 
Co., : 
wear, Current Month Com- ; Current Month Com- 
the oy ie Seat 
Jalil! cluding Poultry, : 
: ici f -—Total Advertising, In Pages— -——Total Advertising, In Lines————. Classified and Live 
nada. Pm yh gy oe bg je ol August 1 oe yo wag TY Aug. wy ty August August Jan.-Aug. Jan.-Aug. August August Jan.-Aug. dan.Aug. stock, in Lines 
ef 1950 1949 1950 1949 1950 1949 1950 eee 1950 1949 1950 1949 1950 1949 1950 1949 1950 1 
arm ' 
y: Farm Magazines Seuthere hartecttarict: “is —_— aie 
Capper’s Farmer ..... 42.7 32.6 412.2 399.5 29,028 22,183 280,282 271,692 28,342 21,527 thern Edition ... 5— — ,705, 882° —— 
ch rem Ststioman .... G53 57.9 7565 -Q007 44,965 39,965 523213 SUAART ASGOS MST | suscemsel Forming -.. 742 67.0 T0608 7328 Sh40] 301% SaGOs 300000 ‘S2760 29508 
ee ee ee a ' Total Group ...... 523.4 4311 5845.9 5428.3 321,620 271,247 3,615,508 3,468,251 311,094 259,326 
Idens’ Carolina-Va. Edition 52.9 41.3 627.3 551.2 36,004 30,065 426,625 401,339 34,564 28,455 | *Not included in totals. ‘Separate publications 1949. *Smaller page size 1950. 
| Ga.-Ala.-Fla. Edition 56.8 43.4 644.5 558.1 38,632 31,598 438,274 406,266 37,158 29,738 
Ky.-Tenn.-W. Va. Monthlies 
a Eaition qe 535 413 614.9 540.6 36,361 30,036 415,400 393,483 34,855 28,372 American Fruit rome 13S WS 263 m9 5870 4656 111970 062m 57204506 
k “sae 53.6 40.0 616.9 533.9 36,420 29,153 419,450 388,638 34,673 27,273 | ““American Poultry Journal: 
S the | Texas Edition... 559 42.0 656.3 570.3 38,026 30,567 446,353 415,216 36,685 28,751 | fantrt Edition .... 25.0 224 324.2 232.4 iss «(bane «(tite «6Cuess ka S888 
o *In all 5 Editions .. 48.4 36.6 552.6 480.8 32,884 26,648 375,756 349,999 31,839 25,495 Western Edition .... 20.9 19.4 237.8 216. 9,000 8,337 101987 93,290 8161 7.371 
ron *Aver. 5 Editions... 54.5 41.6 631.1 550.9 37,089 30,284 429,220 400,984 35,587 28,518 in all 3 Editions... 19.9 48.7) 232.6 - 199. 5 8524 8015 95,549 85,619 7,706 7,049 
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Arkansas Farmer 
Better Farming 
Breeder's Gazette .... 
California Citrograph .. 
Cattleman, The 
Electricity on the 
Farm 


Farmer-Stockman .... 
Florida Cattleman .... 
Florida Grower 
**Idaho Granger 
Kentucky Farmer 
Michigan Farm News 
*National Live Stock 

Producer 
+*Nation’s Agriculture 
New Jersey Farm 

and Garden 
Ohio Farm Bureau 


ME dhiehsdocesoe 
©Pacific Poultryman .. 
“Poultry Tribune: 

Eastern Edition .... 
Central Edition .... 
Western Edition .... 
*In all 3 Editions .. 
Southern Farmer 
Southern Planter 
Turkey World ........ 
Western Dairy Journal . 
—— Livestock 
wyoming Stockman- 
Farmer 


Total Gr 


oup 66 
Vot included in totals. “July-August issues combined. 


Newspaper Monthly Farm Sections 


lowa Farm & 
Home Register 
Rural Gravure ....... 
Star Telegram Ranch & 
Farm News 


Semi-Monthly—July 


American Agriculturist . 
— Grange 


Farmer 
Cooperative Digest . . 
Dakota Farmer 


Indiana Farmer's Guide 
Kansas Farmer 

Michigan Farmer 
Missouri Farmer 

Missouri Ruralist 
*Montana Farmer .... 
Nebraska Farmer 
New England Homestead 
Ohio Farmer 
Oregon Farmer 
Oregon Grange Bulletin 
Pennsylvania Farmer .. 
Prairie Farmer 
Utah Farmer 


Advertising Age, August 21, 1059 


‘meri Dislay Ex MONTHLIES SEMI-MONTHLIES 
- Pose _ o. oe rae, 1950 1950 
ee ere ee August ee ge net in Lines 
19501949" 1950 1949" 1949 1950. 1949 1950 1949 321,620 AUG 325.747 JULY 520972 
13 6.7 1095 762 8576 5,064 82,960 57,845 8,376 4,637 3/0,373 \JULY 284,712 6/4475 
29.7 21.0 306.9 250.0 12,733 9,020 131,642 107,261 12,733 9,020 
129 110 9 1402 5432 4630 62416 58645 5,432 4,630 vel wit 
147 208 149.7 1580 6629 9,355 67,370 71,128 4365 5,558 27 J 247 AUE. 292, 572 JULY 472,983 
29.1 220 2124 208.7 19,530 14,798 1427 '189 «19,348 +«14,588 
111.3 88.4 6834 7016 46,761 37.163 287,034 294806 18105 18,277 DAILIES CANADIAN 
5 266 «2989 2477 1958 sees «200506 © 1svg9s Base Lalas |! a _ 
ie 7s tia it ‘ton Ree Ren fies Nae Saas 119,540 44,012 WIM 523,26/ HUN 253 444 
109 69 638 65.0 11.844 7,476 69,499 70, 11774 7.448 336 
19.6 145 1640 152.0 15,325 111396 128461 119,171 13,880 9,115 / 26,96] 4] 27 4 — WUNE 207, 262 WWE ASS 
1424 159 17.7 3336 S716 8636, 3.276 5,656 - we ~~ 
67 85 67.3 591 4,852 6193 48,900 43,033 4,527 5,620 109425 vp 38,952 iy LI 4269/9 iwivt 277,85) 
79 #37 557 545 3540 1674 25,072 24496 3540 1674 
27.7 29.7 326.8 337.4 12,504 13,356 147,141 150,310 9,840 9,540 i 
114 115 90.7 903 5117 5,179 40,791 40,646 4,957 5,023 mercial Diol Ex. 
29.5 29.3 2911 2488 12,652 12,567 124,940 106,780 8,227 8,643 cluding Pou 
166,610 618 11,471 10,350 ee ee es = cise vd Lim 
30.8 28.4 3883 362.6 13,203 12,198 6 , , . ’ y y . n Lines 
28.0 24.4 329.0 311.5 11,971 10,461 140,999 133,639 10830 9,058 1949 1950 1950 1949 1950 
24.6 23.6 2886 2716 10,570 10,144 3,828 : 9,660 8,944 
235 226 265.1 2480 10,073 9,700 113,733 106,405 9,198 8,521 | Waltaces’ Farmer & Iowa 
5.7 62 66.2 661 6,3 6,826 . 3,018 5,128 5,826 Homestead ....... 50.8 37.3 5018 490.2 39,816 29,575 393, 384,744 37,425 28,085 
20.0 14.7 220.0 2056 13; 10,316 153,938 143,912 13,122 9,753 | Washington Farmer ... 29.3 30.0 295.9 3213 22,134 22,660 223,693 242, 20,165 20,826 
26.4 20.1 377.2 360.2 11,330 8633 161,834 154,478 10,319 7, Western Farm Life: 21.7 235 2327 254.3 17,011 18393 182.437 199,314 15,576 16,783 
33.0 42.6 308.1 330.0 13,867 17,892 ’ 138,663 9,821 9,212 ‘sHerdsmen Edition 83 as =e | wt aneny nen py ee Sos 25'080 20a 
isconsin Agriculturis by x i ; , 
104.1 104.4 755.8 814.6 43,708 43,850 317,524 = 339,065 11,578 = 13,321 Total Group ...... “85.6 616.6 6,749.6 6,942.6 520,972 472,983 5,165,972 5,309,612 464,067 415,967 
172 15.2 15,392 13,616 12,732 10,704 *Not included” in totals. ‘Larger page size 1950. ‘This issue also carries all linage am in Western Farm Life. 
GEL? Gi0.7 6,336.5 6,050.6 325,747 292,572 3,111,790 2,997,430 238,205 206,493 
July linage. ©1949 totals exclude duly issue. “No July 1950-49 issue. Bi-Weeklies—. ] uly 
Arizona Farmer ...... 55.3 45.3 439.4 424.7 41,822 34,340 332,230 321,272 40,194 32,184 
California Farmer: 
Northern Edition .. 44.9 481 371.0 376.4 33,995 36,331 280,399 286,449 30,833 32,55) 
389 35.6 187.3 1841 41,463 38,025 199.750 196.412 39,013 34,119 Darran’ — a can ae ae ee ee 
35 39 (445 36.1 3,469 3,850 44,661 36,099 3,469 3,850 | DANA'S Meague 12.3 6.7 932 641 8986 4,855 67,996 46,629 8,223 8,223 
11.3 192 1345 156.3 12,068 20,426 144,116 166,494 11,242 18,531 pore a 158.4 145.0 1,275.6 1,222.0 119,540 109,425 961,645 924,006 110,825 103,077 
3, 7 366.3 376.5 57,000 62,301 ~ 388,527 399,005 53,724 56,500 
~~ & Pisa al Weeklies—July 
rren on’ 
be 4 Kansas City 
’ or ty - Ag ie ~ Bpetensere 17.9 158 168.4 176.9 44,012 38,952 414,910 436,294 36,482 29,392 
—Total Advertising, In Pages— | ———Total Adurtising, In Lines Classified and Live 
july” daty. Gomnduly don.-duty duly July Jan.-duly Jan.-July stock, In Lines Dailies—July 
1950 1949 1950 1949 1950 1949 i 1949 1950-1949 | chicago Daily Drovers 
SE ext te ne, 8 46.1 235.0 190.3 123,010 98,169 500,154 405,063 32,880 24,940 
Kansas C oy Daily Drovers 
18.0 17. 176.7 187.0 13,123 12,433 128,609 136,081 12,416 10,907 | 9, Telearam "ay pores 5 55.0 278.6 226.2 143,535 116,995 592,696 481,530 48,377 37,899 
Stockman ........ 62.8 54.2 266.0 221.1 133,663 115,399 566,170 470,286 44,875 39,153 
vonloone pn — oe st tout Oily Li 57.8 45.3 187.9 145.8 123,053 96,356 399,870 310,284 39,112 31,754 
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Frozen Food Sales 
Increase; Buyers 


Have Favorites 


New York, Aug. 16—Increased 
demand for frozen foods stems 
from uncertainty over military 
food requirements and the mem- 
ory of shortages during World War 
II, according to a canvass of food 
trade editors and food dealers. 

The Brand Names Foundation 
here said growth in frozen food de- 
mand was noticeable before the 
Korean war scare. At that time a 
survey by National Family Opin- 
ion, Toledo, O., showed nearly half 
the nation’s shoppers buying frozen 


foods, with 58% insisting on one 


of several familiar name products. 

“Only the reluctance of wives 
and other female family members 
in the 14 to 19-year age group 
kept the average so low,” the 
foundation said. “In this group 
18.6% bought frozen foods while 
60% of women in older groups 
said they bought one or more 
trademark frozen foods regularly. 


s“Brand demand in frozen foods 
was more marked among women 
45 to 54 years of age with 65.8% 
insisting upon one or more prod- 
ucts of well known manufacturers. 
They were closely followed by 
women 35 to 44 years of age, 65% 
of whom expressed preference for 
one of several brand named fxozen 
foods.” 


Frozen meats and _ vegetables 
were covered as one item in the 
survey and the foundation said it 
was difficult to determine which 
showed greater brand demand. 
Food editors and dealers ques- 
tioned lumped the two groups in 
reports to the foundation, which 
said a breakdown would not be 
available until complete monthly 
reports were received. 


Starts Baby Cereal Drive 


First consumer advertising for 
Pablum and Pabena, baby cereal 
products of Mead Johnson & Co. 
of Canada Ltd., Belleville, Ont., 
subsidiary of Mead Johnson & Co, 
Evansville, Ind., is appearing in 
August issues "of English and 
French magazines. 


4C—PERSONALS 


WILL THE MAN HAVING TROUBLE 
getting full results from the ever- 
growing Intermountain market served 
by Salt Lake City please contact The 
Salt Lake Tribune-Telegram? There’s 
PA Ay, CE 
thing An Advertiser Needs! 
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Siepmann Book 
Studies Social 
Force of Radio 


New York, Aug. 17—“Radio and 
television, like atomic energy, are 
explosive instruments. Our cultur- 
al survival depends, in no small 
measure, upon their proper use. 
What dominant purpose has 
proadcasting subserved? What is 
‘radio in the public interest’? Is 
radio’s purpose to give the majori- 
ty of the people what they want? 
Is the listener himself being 
turned into an instrument for the 
achievement of ulterior ends?” 

Charles A. Siepmann poses these 
and other questions in the pre- 
face of his new book, “Radio, 
Television, and Society,” pub- 
lished this week by Oxford Uni- 
versity Press, New York ($4.75). 
Stated more directly, his aim is 
to probe “the state of mind of our 
society and its relevance to the op- 
eration of broadcasting.” 

Mr. Siepman is professor of 
education and chairman of the de- 
partment of communications in 
education at New York University. 
In 1945 he served as consultant to 
the Federal Communications Com- 
mission and was one of the auth- 
or’s of its famous “Blue Book.” 

The book is divided into two 
parts: the first is an historical 
treatment of radio in the U. S., 
Great Britain and Canada; the 
second is a provocative comment- 
ary on the social implications of 
radio and television. Not an “anti” 
book, the volume attempts to assess 
the good and bad of radio and TV, 
and to point up the need for great- 
er awareness of the social prob- 
lems involved. ° 


ein this delineation of radio’s 
early development, Mr. Siepmann 
traces the history of its financing. 
Initially, the idea of advertising 
on the air was not even contem- 
plated, and met with widespread 
indignation and resentment when 
it was first tried, he recalls, Al- 
ternative proposals included en- 
dowment and public subscription. 


Much attention is paid to the; 


national advertiser. The role and 
power of the advertiser in radio, 
the author says, differ markedly 
from those he enjoys in relation to 
the press. The advertiser in a 
newspaper buys space in a going 
concern; a newspaper’s circula- 
tion is determined by the populari- 
ty of its news, features, etc. With 
radio it is otherwise. 

“The advertiser in radio buys 
‘time’... but he does not (except 
in spot announcements) fill his 
‘time space’ (as in a newspaper) 
entirely with advertising matter; 
his message is interlarded with a 
program.” 


® Mr. Siepmann concludes that 
the radio advertiser (and more 
particularly the national adver- 
tiser in his dealings with net- 
works) “has acquired so domin- 
ant a position that more often 
than not he prescribes—and ac- 
tually prepares and produces—the 
program presented.” 

In network broadcasting, there- 
fore, Mr. Siepmann notes two re- 
Sults: (1) The network, to the 
extent that it sells time, is no long- 
fr in entire control of program 
Planning; and (2) the general 
character of programs thus be- 
Comes affected by the primary 
concern of the advertiser not with 
balanced and varied radio fare, 


oe with customers for his prod- 
uct. 


® In the second part of his book, 
dealing with social implications of 
radio and television, Mr. Siep- 
Mann has some harsh things to 


say about the present method of 
operation. 

The chapter on propaganda and 
public opinion, for example, points 
out that one of the propaganda 
techniques is “insistent exaggera- 
tion,” and is most commonly ex- 
emplified in commercial adver- 
tising. “In his eagerness to outbid 
his competitor the advertiser pro- 
ceeds to advance fantastic or un- 
substantiated claims for his prod- 
uct...We are invited to live in 
a world where almost everything 
is ‘best,'—-which is, of course, a 
contradiction in terms,” he says. 

“All of us enjoy the best and 
want to possess it. It is on this im- 
pulse that the unscrupulous propa- 
gandist can play effectively.” 


w In the two chapters on freedom 
of speech, in theory, and in prac- 
tice, Mr. Siepmann expresses his 
concern over present day radio 
practices regarding the right to be 


heard and the right to reply. 

The -book’s final chapter is de- 
voted to a survey of television. In- 
cluded here are sections on owner- 
ship and finance, audience, TV’s 
influence on leisure habits, its ef- 
fects on other media, TV and its 
relationship to education, and TV 
as an art. 

Mr. Siepmann takes to task a 
radio network president, who, 
speaking of TV, is quoted as say- 
ing: 

“Broad appeal is inherent in the 
very term mass medium... A mass 
medium must concern itself with 
the common denominator of mass 
interest.” 

“The fact is,” says the author, 
“that such a theory is no more than 
a disingenous rationalization of 
the commercial broadcasters’ na- 
tural preoccupation with deliver- 
ing the largest possible audience 
with the greatest possible frequen- 
cy to the piper who calls the tune 


of revenue—the advertiser.” 

Nevertheless, Siepmann does not 
dismiss the basic economic factors 
in television and, consequently, he 
assumes that for some years to 
come television’s trend will be in- 
creasingly toward programming 
of the “lowest-common-denomi- 
ator” type. 


Lipton Names Nickel 


O. J. Nickel, formerly manager 
of sales and advertising for the 
Cummer Co. Division of Sterl- 
ing Drug, has been named assist- 
ant advertising director of Thomas 
J. Lipton Inc., Hoboken, N. J. 
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ABP Issues Newsletter 


The first issue of “Your ABP” 
monthly newsletter of Associated 
Business Publications, New York, 
was issued last week over the sig- 
nature of Bill Beard ABP, presi- 
dent, to members of the associa- 
tion. The two-page sheet, intended 
for members of ABP, will “tele- 
scope a flock of topics into month- 
ly doses.” 


Silliman to Towne Agency 
Grover A. Silliman, formerly a 
technical writer with Sperry 
Gyroscope Co., has been named 
assistant account executive for W. 
L. Towne Advertising, New York. 
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“Missouri Ruralist 
Gets the Buyers” 


Pat 


- 


says PAUL SELKEN, 


Smithton, Missouri, Holstein raiser 


ry 


a 


Paul Selken says he thinks of the Missouri Ruralist first 
when he thinks of selling his herd of fine registered 
Holsteins. “The Ruralist gets the buyers to my farm,” he 
says. His last ad brought 27 inquiries—and he expects 
to close several. Last year he sold 30 bulls from his 
Missouri Ruralist ads. 


490 


Selken started advertising with the Ruralist 12 years 


ago—and has an ad running constantly when he has 
stock available. It is the only “commercial” type paper 


he uses. 


Results like this explain why Missouri Ruralist has the con- 


fidence of farmers and stockmen throughout Missouri. Put 


your dollars where they will do the most good... in 


Missouri Ruralist! 


Missouri Ruralist 


Editorial Office, Fayette, Missouri 


Business Office, Topeka, Kansas 
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Bargain Hunters Find 
Ways to Buy for Less 


(Continued from Page 1) 
trical appliances at less than the 
retail price. 

Another 26 bought TV sets at 
a discount; 25 purchased jewelry 
items; 25 bought rugs, venetian 
blinds, lamps or other home fur- 
nishings; 24 purchased items of 
women’s apparel, and three res- 
pondents in as many cities found 
a way to purchase baby buggies 


chases were made through rela- 
tives or friends, through business 
acquaintances, through “buying 
clubs” or discount houses, or 
through associates who capital- 
ized on their employe discount 
privileges. 


s Reports from AA’s 11 staff cor- 
respondents suggested -some inter- 
esting differences in the attitudes 


and play pens at a discount. of consumers toward “getting 
How did they do it? something wholesale.” 
Most of the “wholesale” As might be expected, in New 


pur- 


To a Big City Ad Man 
unaccustomed to 5 o clock shadows 


5 o’clock in the morning is either 
awfully early or mighty late. If 
you've approached it only from the 
tired city side you have probably 
missed its more invigorating aspects. 


Iowans fare better. Instead of barren 
asphalt jungles they see fruitful 
fields with dew glistening in the 

sunrise. In place of night-deserted 
buildings they see busy barnyard 
bustle. They see the shadows of 
fattening beeves whose composite mar- 
ket weight in 1949 was 2 billion 386 
million pounds. /owa grows more 
cattle—and makes more money at it— 
than any of the legendary range states. 


They see the shadows of a fantastic 
“pork barrel” worth over $737 million 
in 1949. lowa marketed one-fourth 
of all the pork in the country last year. 
They see the shadow of a gigantic 
egg which provides pin money for 
lowa farm wives of $200 million 
annually. The egg and lowa nestle 
cosily at the top of the nation’s 
market basket. . 


The substance of all these shadows 

is $2 billion 1114 million for lowa 
cash farm income in 1949—first for 
the nation according to Sales Manage- 
ment. Industrial lowa adds another 
$2 billion to total individual income. 
It’s a market worth reaching—and 
in Eastern lewa WMT reaches. 


Please ask the Katz man for 
additional data. 


5000 WATTS, 600 KC 


DAY AND NIGHT 


BASIC COLUMBIA NETWORK 


York, where discount houses are 
common, many consumers have 
come to accept such outlets as a 
normal part of the retail scene. 

One respondent “is inclined to 
regard with horror anyone foolish 
enough to pay list for a major 
item. Except for groceries and 
milk, he buys darned near nothing 
at retail.” 


@ Another New Yorker told AA: 
“Everything I buy is from dis- 
count houses. A person is just 
foolish to go out and pay regular 
prices when he can get the same 
thing for less.” 

But New Yorkers apparently are 
more sophisticated about their dis- 
count purchases than citizens in 
several other cities who were ap- 
proached by AA. For example, one 
respondent declared that small 
purchases at wholesale are silly— 
they aren’t worth the dickering in- 
volved and, in case of difficulty 
with the product, the trouble in 
returning them is considerable. 

And another buys major ap- 
pliances for less-than-list, but con- 
centrates smaller purchases in 
mail order houses, where he thinks 
the values are better. 


a In contrast, the residents of 
Dallas who were interviewed by 
AA had a tendency to view dis- 
count buying as something “con- 
fidential,” and in some sense “il- 
legitimate.” 

While most of the people in Dal- 
las occasionally purchase com- 
modities at “wholesale,” AA’s 
Dallas correspondent, Julian Stag, 
indicated that “only a small per- 
centage do a great deal of buying 
wholesale. However,” he added, 
“there is that percentage. And 
among that percentage, there ap- 
parently are those who psycho- 
logically find a certain satisfaction 
in making the wholesale purchase, 
and who will go to trouble and ef- 
fort to come up with a triumph.” 

“Also,” he observed, “there is 
a group of people who look on 
wholesale buying as chiseling and 
would rather avoid it.” 


a In Minneapolis, Nathaniel Wood 
concluded that “getting things 
wholesale seems to be very much a 
part of the sales picture there, al- 
though it has been relegated to 
the confidential. Most respondents 
professed surprise at being asked 
for a description of such deals and 
assumed ‘everyone’ gets things 
wholesale at some time or other. 

“Although it is not a general 
practice, it is far from rare. Like 
other practices in which every- 
one participates, it is seldom dis- 
cussed and is taken for granted. 

“Probably almost every family 
has purchased one major item of 
household equipment on a dis- 
count of some kind, though the 
diversion of any appreciable 
amount of money from regular re- 
tail channels is doubtful... in view 
of the large volume of retail sales 
by stores.” 


w At least three AA writers—in 
Philadelphia, Los Angeles and 
Seattle—were surprised at the ex- 
tent of discount buying in their 
own cities. 

Phil Seitz in Los Angeles de- 
clared: “There is no question but 
that, in Los Angeles at least, there 
is widespread buying through 
other than normal retail channels, 
This is particularly true of major 
purchases—refrigerators, radios, 
TV sets, etc. 

“With respect to TV sets,” he 
continued, “the almost universal 
question was: ‘Is there anyone in 
Los Angeles who bought a TV set 
at retail?’ 

“Everyone recognizes that it is 
possible to get a wholesale deal. 
It is just a matter of locating a 
source. It is the fact that frequent- 
ly a source must be sought out— 
which takes time—that deters 
some from doing so. However, this 

(Continued on Page 58) 
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Typical Case Histories of Purchases 
at ‘Wholesale’ or Discount 


Occupation: Restaurant owner 


1TEM BOUGHT DEAL % SAVED 
Gas and oil Former oil salesman, buys from service station friends. 15°, 
Anti-freeze Former oil salesman, buys from service station friends. 50%, 
Auto parts Friend of manufacturer and other sales representatives. 10-20%, 
iles Car dealer friends ‘allow him to buy wholesale at dealer 
auctions. Sells them retail privately at $300-$500 profit. 20-25%, 
Occupation: Airline pilot 
ITEM BOUGHT DEAL % SAVED 
Furniture Father operates furniture supply house, Seeiating 
well-known brands. Furnished his entire how: 40%, 
Automobile Bought car from father who used it in L travel. 50%, 
Auto parts Mechanic at air field has friend in auto parts store. 30% 
Occupation: Magazine promotion man 
ITEM BOUGHT DEAL % SAVED 
Power mower Friend of wholesaler. 25% 
Light fixtures Friend of manufacturer. 20% 
Asphalt tile Friend of executive in manufacturing concern. 15% 
Electric razor Friend in manufacturing organization. 30% 
Radio Discount house. 15% 
Toaster Friend of wholesaler. ? 
Rugs Acquaintance of wholesaler. 20% 
Occupation: Lawyer 
ITEM BOUGHT DEAL % SAVED 
TV set and 
Gas range Through friend of wholesaler. 18% 
Rugs Dealer told supplier he wanted carpeting for himself and 
sold it at wholesale price. “considerable’’ 
Dehumidifier Approached dealer with five friends, all of whom bought 
one. Each one saved about 28% 
Liquor Uncle is liquor retailer in another city, and arranged for 
local discount purchases. ? 
Occupation: Accountant 
ITEM BOUGHT DEAL % SAVED 
Leather brief 
case Through friend who works at a wholesale house. 40% 
Seat covers Through friend who works for an auto dealer. 25% 
Car radio Through same friend who works for auto dealer. 25% 
Suit of clothes Through relative who works at a clothing store and gets 
employe discount. 30% 
Window fan Has friend in retail furniture store. ao 
1950 auto Asked regular dealer for discount. Dealer was a stranger. 
Occupation: Government inspector 
ITEM BOUGHT DEAL % SAVED 
Refrigerator Friend delivers for distributor. 25% 
TV set Same friend as above. 20°, 
Bicycle Cousin is a retailer, bought it for ‘himself’. 20% 
Lighting fixtures Same cousin. 25% 
rfume Daughter's friend works for wholesale drug house. 30% 
Cigaret lighters Friend has drug store, bought several from wholesale house 25% 
: J of glassware Used friend's dealer card to buy from distributor. 25% 
‘edroom 
furniture Through dealer friend. 25% 
Toilet, shower 
and plumbing oate whom inspector did business favor made arrange- 
ments 
Antiques Wife’s sister owns antique shop. 50% 
Man’s watch Through wife’s friend who is physician to a jeweler. 30% 
Drugs Through druggist friend. 33134% 
Meat Friend has friend who works for meat distributor. % 
Occupation: Manager of men’s wear store 
ITEM BOUGHT DEAL % SAVED 
Sport coat Uncle is retailer and wholesaler. 30% 
Trousers Uncle is retailer and wholesaler. 30% 
Hose Uncle is retailer and wholesaler. 30% 
Women’s suits Different aunt and uncle own retail store. 45% 
House dresses Different aunt and uncle own retail store. 45% 
Coat Different aunt and uncle —=* ~ store. 45% 
Meat Friend of family is meat p 45% 
Living room rug Friend of relative is in vital =e wholesale. 30% 
Kitchen furniture Friend is salesman. 45% 
Mattress Another friend is salesman 35% 
Lamps Cousin is manufacturer and distributor. 45%, 
Linen and 
towels Uncle owns department store. 45% 
Window fan Friend manufactures auto accessories. cost 
Silverware Different friend is mail order house executive. cost 
Hardware Another friend has hardware store. 25% 
Electric razor 
Electric toaster 
sesewes | iron Friend of family sells wholesale appliances. 25% 
Tire: Brother-in-law operates transport company. cost 
Automobile radio Friend of same brother-in-law. cost 
Wedding and 
engagement 
rings, watch, 
bracelet Friend of brother has retail store. 30% 
Liquor Another friend of brother owns tavern. cost 
Luggage set Uncle is manufacturer. 25% 
Occupation: Advertising agency president 
ITEM BOUGHT DEAL % SAVED 
Television set Handles distributor's account. 25% 
Gas furnace Knows retailer's employe. 25% 
Phonograph Handles retailer’s account. 25% 
Tires Friend of salesman for tire manufacturer. 25% 
Groceries Handles wholesaler’s account. 10% 
Fresh fruits and ‘ | 
vegetables Son of commission merchant works in agency. 10-25% 
Toys and sport- 
ing goods Friend is head of jobbing firm. 10- #4 
Liquor From wholesaler in another state. 20% 
Meat Agency man is chairman of banquet committees, and 
therefore has developed wholesale marketers. 20% 
Occupation: Clothing salesman 
ITEM BOUGHT DEAL % SAVED 
Shirts, suits, 
* hats, ties and 
sweaters Sells items to all his friends regularly at wholesale 
prices. 25-40% 
Golf clubs Friend of sporting pos store operator. ? 
All department Girl friend works for large store, carries cxsten dis- 
store items count card. 10-20% 


e— 


ADVERTISING PROFESSION | 
“ Sales Portfolios » Advertising Specialties 


-__Die-Cutting * Mounting - Paper Lining, etc. 
@ SERVICE SINHERY co., INC. | 


and subsidiary 

SERVICE MOUNTING & FINISHING CO. 
~ Plant—2241 South Wabash Avenue*Ch Ncag 

New Phone—CAlumet 5-3224 
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Nets Lead in TV 
Programs, Ross 
Analysis Shows 


New YorK, Aug. 16—The ques- 
tion of whether networks, inde- 
pendent producers or advertising 
agencies would predominate in tel- 
evision programming has been re- 
solved, for the time being at least, 
in favor of the networks. 

This is the belief of Wallace A. 
Ross, publisher of Ross Reports, 
who has just completed an analysis 
of TV programming with particu- 
lar attention to the rivalry for the 
control of packages in the new 
medium. 

Pointing out that independent 
producers were given many op- 
portunities to test their ideas in 
the early days of video, Mr. Ross 
added: 


s “The incipient rivalry (for pro- 
gram control)—a carryover from 
radio—has developed into an all- 
out contest in which the networks 
appear determined to retain that 
control over programming which 
they surrendered to agencies and 
packagers in radio. 

“Although network officials 
have variously expressed them- 
selves to the effect that they de- 
sire to give ‘a more complete, fin- 
ished service to advertisers,’ other 
apparent motives can be traced to 
the near sellout of time for the 
fall cycle. Using the limited time 
available as a bargaining point, 
the networks feel justified in re- 
couping their earlier heavy losses 
by making money from prograrm- 
ming as well as from the use of 
their facilities.” 


s To determine who owns the TV 
shows, the researcher made a ran- 
dom check of 378 network shows 
televised during the past two years. 
Of these 34% were created and 
produced by networks; 57%, by 
independent packagers, and 9% 
by agencies. This percentage 
breakdown is not expected to hold 
true for the coming fall season, 
which will find many independent 
producers on the outside looking 
in, it was stated. 

Ross Reports now lists 82 inde- 
pendent producers it considers 
bona fide operators with some bus- 
iness in the New York area. This 
is a sharp drop from the figure of 
122 who have had programs on the 
air in New York. 

Independents with specialized 
services, strong financial backing 
and production know-how can be 
expected to survive, Mr. Ross said. 
He called attention to the follow- 
ing factors weighing in their fa- 
vor: 

1. The move by station repre- 
sentatives—Blair-TV, Free & Pet- 
ers and Katz Agency—to obtain 
top TV shows to be aired on a na- 
tional spot basis. 

2. The desire of advertising 
agencies to control their clients’ 
programs and to be free to switch 
them from one network to an- 
other network if deemed advisable. 

The report defines a packager 
as one in whom full authority for 
a program is concentrated. “When 
a packager cannot lay claim to 
over-all control of his program, 
he is in reality little more than an 
agent. If he loses too much con- 
trol over the component parts of 
his package he is in essence an 
employe of, rather than a contract- 
er with the agency or network. 
Various estimates have termed as 
many as 90% of today’s packagers 
aS merely agents,” it was pointed 
out. 

A 
® As to the ad agency stake in TV 
Production, Mr. Ross says more 
and more agencies are inclined to 

rego production responsibilities 
because the high cost of maintain- 


ing the necessary staff “eats right 
through a 15% commission.” 

Cited as exceptions to this 
trend were, among others, Young 
& Rubicam, William Esty Co., 
Kudner Agency and Kenyon & 
Eckhardt, all of whom want to 
control their programs whenever 
possible and to establish identity 
with an advertiser rather than a 
network. 

Most New York agencies have 
at least one person—the range is 
from a secretary to a top execu- 
tive—who is given the assignment 
of looking into all program sug- 
gestions. 

TV’s most successful independ- 
ent packager usually is a man 
with radio background, which 
gives him experience, financial 
assurance and contacts. The big 
talent agencies—such as Music 
Corp. of America and William 
Morris—have attempted to move 
in on the ground floor, but they 
have not been particularly suc- 
cessful as program creators. 

In the early days independents 
were eager to get their shows on 


the air—even as sustainers. But no 
more, according to Mr. Ross, who 
says they now try for a direct sale 
to an agency or advertiser, fearing 
that their programs will not be 
given the proper treatment by the 
network sales staff. 

Major motion picture producers 
loom as the big unknown factor 
in the TV programming opera- 
tion, Mr. Ross feels. Already sev- 
eral of them have subsidiary com- 
panies assigned to television pro- 
duction. 


McCarthy to Westinghouse « 


Fred S. McCarthy, formerly 
sales promotion director of Jones 
& Frankel Co., television producer, 
has been named sales promotion 
manager of the television and 
radio division of Westinghouse 
Electric Corp., Sunbury, Pa. 


SoundScriber Ups Davidson 

Richard W. Davidson, sales man- 
ager, has been named vice-presi- 
dent and gereral sales manager of 
SoundScriber Corp., New Haven, 
Conn., manufacturer of electronic 
dise dictation equipment. 


| Transport Indemnity 

Signs for New TV Show 

| Transport Indemnity Co., Los 
Angeles, has signed to sponsor a 
new program “Stop, Look, Listen,” 
on KECA-TV, Los Angeles. The 
program, to be beamed Wednes- 
days from 10 to 10:30 p.m., will 
feature a quiz based on photo- 
graphs of geographic locations, 
with viewers asked to send in 
song titles suggesting the where- 
abouts of the location. 

Art Baker will emcee, and a 
panel of four—two “regulars,” a 
movie starlet and one typical home 
viewer—will participate. The pan- 
el will sing, or dance or act, to in- 
dicate the answer to the picture. 
David S. Hillman, Los Angeles, is 
the agency for Transport Indemni- 
ty. 


Appoints Flandreau 

Alexander Flandreau, formerly 
with the United States Rubber Co. 
in charge of advertising and sales 
promotion of U. S. Royal tires in 
the truck, bus and industrial mar- 
kets, has been named to the newly 
created post of supervisor of ad- 
vertising production of Pitney- 
Bowes Inc., Stamford, Conn. 
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Form Sales Organization 


Clarks’-Real Gold Sales Inc., 
Redlands, Cal., has been formed to 
handle frozen food sales of Real 
Gold concentrated quick-frozen 
orange juice, and Clarks’ frozen 
beef, turkey and chicken pies and 
French fried potatoes in the south- 
ern California area. George Bate- 
man, frozen foods sales manager of 
Real Gold Citrus Products, proc- 
essing division of Mutual Orange 
Distributors, and Ed Clark, of 
Clarks’ Frozen Foods, will head the 
new organization. 


‘Advance’ Appoints Noud 


W. R. Noud, advertising manager 
of the Daily Advance, Elizabeth 
City, N. C., since March, 1947, has 
been named business manager of 
the paper. 


When you Remember 

need WM. F. RUPERT 
c il f NATIONAL 

RECENT BIRTH Lists EXCLUSIVELY 

BIRTH for the past 55 years. 
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CHEMICAL ENGINEERING has been outstandingly successful in serving chemical 
engineers, production men and technically trained men in management. No major 
change is contemplated in the editorial service of CHEMICAL ENGINEERING. 


The purchase of CHEMICAL INDUSTRIES will enable McGraw-Hill to provide a 
different editorial service for men engaged in manufacturing and distribution. 
In CHEMICAL INDUSTRIES, as has been true under MacLean ownership, editorial 
emphasis will be placed on news—news of industry developments, news of new 
products and processes, and news of men throughout the chemical field whose 


CHEMICAL INDUSTRIES 
Purchased by McGraw-Hill 


Plans Expanded Service for Process Field 


The McGraw-Hill Publishing Co., Inc. has purchased “Chemical Industries" from 
MacLean-Hunter Publishing Corporation, effective August 1, 1950, and will pub- 
lish the magazine as a companion to CHEMICAL ENGINEERING. That's the bare 
announcement which we want to amplify for our business friends and associates. 


As many of you know, our company has been studying the chemical process in- 
dustries for the past several years, with the thought of augmenting our service 
to the field in keeping with growth trends. For example, production in the chem- 
ical process industries has tripled in ten years, and current expectations are that 
this will almost double again by 1965. The future, therefore, holds great possi- 
bilities for continued expansion and hence, increasing obligations and opportuni- 
ties for service. 


contributions shape the course and future of the business. 


CHEMICAL ENGINEERING will continue as a monthly magazine. Because of the 
importance of timeliness in a news magazine, CHEMICAL INDUSTRIES, a monthly 
in the past, will be published with greater frequency as soon as feasible. From 
the advertiser's standpoint, it is important that McGraw-Hill has purchased a 
magazine of established stature. Rather than start a new paper in an already 
populated field to complicate the advertiser's media-selection problems, the 


strengthening of this existing service will simplify them. 


McGraw-Hill has requested present members of CHEMICAL INDUSTRIES staff to 
remain with the magazine, which will be published under my direction and with 


S. D. Kirkpatrick serving as Editorial Director of both publications. 


WALLACE F. TRAENDLY, Publisher 
CHEMICAL ENGINEERING— CHEMICAL INDUSTRIES 
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Two Ex-Hooper Men Launch Radio Rating 
Service; WU Will Handle the Interviewing 


New York, Aug. 16—Latest en- 
trant in the broadcast rating 
sweepstakes is Trendex Inc., a 
company headed by two alumni 
of C. E. Hooper Inc.—R. B. Rogers 
and Edward G. Hynes Jr. 

Trendex, which is located at 347 
Madison Ave, will offer monthly 
TV network ratings and similar 
AM ratings later if there is a de- 
mand for it. There will be 24- 
hour service on special reports. 

The researchers hope to release 
their first television ratings in 


JOHN L. ROGERS 


Copy Service 


Well known, former N. Y. copy chief offers top 
thinking and performance on free lance basis to 
N. Y. and out-of-town agencies and advertisers. 
Write or phone for free monthly bulletin giving 
details, rates, letters from satisfied clients, to: 
JOHN L. ROGERS, 26 GRAMERCY PARK, 
NEW YORK 3, N. Y. (Phone GRamercy 5-6263.) 


mid-October, covering the first 
week in October. Their sample 
will include TV homes only in 
all major interconnected video 
cities. The cost will be $150 per 
program. 

Trendex will use the telephone 
coincidental technique popularized 
by Hooper, with Western Union 
handling the interviewing on a 
pay-per-completed-call basis. This 
gives the company a_ potential 
coverage area of 20,000 commu- 
nities. 

Since Hooper sold its national 
services to Nielsen several months 
ago, the latter has had little com- 
petition in the network field. 


e Mr. Rogers emphasized the 
speed with which Trendex will be 
able to operate. “We can give 24- 
hour service on wired results,” he 


said. “This kind of service isn’t 
available any place else.” 

Trendex is making a big pitch 
to networks. The proposition: rat- 
ings for sustaining programs, 
which are not fully covered in any 
other service. 

Other typical assignments which 
the research company envisages 
for itself: (1) Amount of radio 
listening in television homes; (2) 
how do kinescoped programs fare 
compared with live ones?; (3) 
special studies to serve as guides 
in test campaigns. 


Romaine Leaves Raymer 


Peirce L. Romaine, who has 
been with Paul H. Raymer Co., 
radio-TV station representative, 
for the past 16 years, has resigned. 
He was a vice-president of the 
company for eight years. 


WHWB Appoints Carter 

L. Lorin Carter has been named 
program director of Station 
WHWB, Rutland, Vt. 


With the June, 1950 issue, the 
circulation of Transportation Sup- 
ply News was increased to over 


tit 


afl 


i 
' 
Y 


U 
i 


f 


li 
fh 


6th year 


All the existing transportation industry market coverage 
remains the same but the coverage of highway trucking companies 
was increased to 20,000 copies monthly which accounts for the 
over-all increase from 45,000 to over 57,500. 


TSN’s present expanded coverage of buyers in all phases of the 
transportation industry makes advertising in TSN a better invest- 
ment than ever. Some of the other pertinent factors that make 
TSN a logical part of every transportation industry advertising 


schedule are: 


e TSN’s tabloid new product information 
newspaper format assures thorough 


readership and eliminates 
vertising. 


e TSN has proven ability to produce high 
quality inquiries for advertisers — the 
sort of inquiries that mean sales and 


new accounts. 


Write 


“buried” ad- 


e@ TSN’s advertising is not only effective 
but economical for all size advertise- 
ments. For example, the cost of a 7 by 


10 advertisement, on a 12 time schedule, 
comes down to only $5.65 per thousand. 


volume. 


the latest market and publication information. 


e TSN continues to gain each month in 
advertising, in spite of a generally de- 
clining over-all magazine advertising 


Available are 


folders: (1) The Transportation Industry Market, (2) Comparative Market Coverage 


Facts, (3) Comparative ‘Cost per Thousand" Data, 


Transportation Supply News is affiliated 
with Traffic World (weekly), Daily Traf- 


fic World, Traffic Bulletin 


College of Advanced Traffic. 


(weekly), and 


Transportation 
Supply News 


418 S. Market St., Chicago 7, Ill. 
122 East 42nd St., New York 17 


2404 West 7th St., Los Angeles 5 
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The Eye and Ear Department 


a. 


a capable singer. 


been played to death. 


and move them to song? How 
Boots? 


“Songs for Sale” is more or less of a formula show heard over 
CBS-TV every Friday night. It derives its formula from the 
amateur-hour type of show, only it brings before the TV cameras 
a number of amateurs who have written songs—and, of course, 
would like to have them published, as who wouldn’t? 

The songs are largely undistinguished—as you might expect. 
A kindly jury, consisting of three “experts,” does its best not to 
offend the contestants and, before the show ends, selects one 
of the songs auditioned as “best.’’ Listening to these amateur 
attempts at lyrics and music, you realize how much any song 
owes to a good arrangement, a top orchestra (Ray Block) and 


Since not every TV listener has a song in his soul (although 
he undoubtedly has a novel he could write), the show might be 
considered to have a limited interest factor. Jan Murray, the 
emcee, does his best to overcome this by devoting most of the 
show’s time to interviewing and clowning with the aspiring Ber- 
lins and Kerns. Like Bert Parks, he impresses you as being quite 
a card—although you can hear most of the gags coming. 

By and large, however, the show is made by Murray’s en- 
gaging personality and gawky antics. The gentleman is decided- 
ly engaging and mostly funny. The songs may never make “Your 
Hit Parade,” but hearing them is quite a relief from having to 
hear, again and again and again, the songs that do make “Your 
Hit Parade.” They may not be inspired, but at least they haven't 


“Songs for Sale” has no sponsor as yet. Isn’t there some prod- 
uct that might be considered good enough to inspire its users 


about a bird food—or Puss-N- 


British Trade Center 
to Open in New York 


The British Trade Promotion 
Center, to increase trade between 
the U. S. and Great Britain, will 
be opened Sept. 7 at 677 Fifth 
Ave., New York. The center will 
offer special facilities to importers 
and exporters. Advertising plans 
have not been developed. 

Participating organizations are 
the British Commonwealth Cham- 
ber of Commerce, the Federation 
of British Industries, the National 
Union of Manufacturers of Great 
Britain and the Scottish Develop- 
ment & Industry Council. 


Van Horson Joins Biow 
As Soap Account Executive 


Biow Co., New York, has named 
John Van Horson, previously vice- 
—" and treasurer of Kastor, 

arrell, Chesley & Clifford, as a 
vice-president and account super- 
visor. Mr. Van Horson was with 
Young & Rubicam as manager of 
merchandising and a member of 
the plans board before joining the 
Kastor agency. 

Mr. Van Horson will be assigned 
to account work with the Procter 
& Gamble group at the Biow agen- 
cy. 


GF Promotes Hitchcock 


General Foods Corp., New York, 
has appointed Frederick C. Hitch- 
cock, an advertising assistant in 
the Maxwell House division since 
1948, as associate product mana- 
ger for Maxwell House coffee, in- 
stant Maxwell house coffee, and 
Yuban coffee. 


Named by Manila Radio 


Manila Broadcasting Co., Man- 
ila, P. I, has appointed Media 
Representatives Inc., New York, 
as its U. S. representative. The 
company recently absorbed the 
Philippine Broadcasting Corp. and 
now operates five commercial sta- 
tions on the islands. 


Westinghouse Introduces 
New Meter Bank Sales Plan 


The appliance division of West- 
inghouse Electric Corp., Mansfield, 
O., has introduced a new meter 
bank sales plan which consists of 
a savings bank, called Add-O- 
Bank, available with each major 
appliance sold. Designed to en- 
courage systematic savings to help 
pay the monthly payments on a 
major appliance, the bank will 
take nickles, dimes and quarters 
and register the amount saved. 

Dealers have been given a four- 
page brochure which describes the 
plan and includes suggested ad- 
vertising mats and other promo- 
tion aids. 


Pearson Joins ‘Charm’ 


A. C. “Mike” Pearson, formerly 
business manager of Living for 
Young Homemakers, has been ap- 
pointed advertising manager of 
Charm. He succeeds Robert S. Gar- 
danier. No one has been named 
to replace Mr. Pearson on Living. 


Beech-Nut Using Radio, TV 


Beech-Nut Packing Co., Cana- 
joharie, N. Y., will continue to use 
radio spot announcements on 250 
stations three to fives times weekly 
for Beech-Nut gum and Beechies. 
In addition, TV spots are being 
carried three to seven times a week 
on 42 TV stations located in the 
East, South and Midwest. Ken- 
yon & Eckhardt, New York, han- 
dles the account. 


Appoints von Zehle Agency 


William von Zehle & Co., New 
York, has been retained to handle 
the advertising of Sandy Hook 
Line, operator of excursion steam- 
ers to Monmouth Park race track 
and New Jersey shore points. 


WFTM Joins Mutual 

WFTM, Maysville, Ky., has af- 
filiated with the Mutual Broad- 
casting System. 


Sell the “HEART” of the Family 


12x94 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) 
Write for Market Data Folder A 


1018 S. Wabash Ave., Chicago 
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Comptometer Drops 
Whimsical Copy to 
Push New Machines 


Cuicaco, Aug. 15—Whimsy and 
humor, after a ten-year stay, will 
disappear next month from the 
advertising of the Comptometer 
division of Felt & Tarrant Mfg. Co. 
Replacing the informative and 
humorous institutional ads, which 
have won several awards and 
caused considerable comment, will 
be a series of ads featuring 
straight selling copy, with product 
jlustration and feature-by-feature 
description of two new Comp- 
tometer adding-caiculating ma- 
chines. 

The new machines will be in- 
troduced with a color page in 
fortune for September and four- 
color center spreads in Time on 
Sept. 18 and Business Week on 
Sept. 23. Two b&w pages are 
scheduled during September in 
each of the following business pub- 
lications: Canadian Business, Con- 
troller, Dun’s Review and Journal 
of Accountancy. 


s Comptometer’s ad manager, R. 
fF. Drake, told AA that there were 
two reasons for the switch from 
humorous to straight selling copy. 
First, Comptometer’s salesmen 
have requested a return to the 
informative, product-illustrated 
type of copy. There is a general 
feeling that the light touch ap- 
proach is not hard-hitting enough 
for today’s highly competitive 
market. 

The second reason for the 
change, Mr. Drake said, was that 
Comptometer is introducing two 
new adding-calculating machines 
and feels that the best way to do 
this is to show the machines and 
describe their features. 

N. W. Ayer & Son, Philadelphia 
and Chicago, handles the account. 


Du Bois to Dad's Root Beer 


A. J. Du Bois, formerly general 
sales manager of K. C. food prod- 
ucts, division of Jaques Mfg. Co., 
has been appointed national sales 
manager of the fountain flavor di- 
vision of Dad’s Root Beer Co., Chi- 
cago. 


John Markey Joins KNBH 


John Markey, former merchan- 
dising director for Charles Ross 
Advertising Agency, Hollywood, 
has been named an account execu- 
tive for KNBH, Los Angeles. 


_MEMO )) gg 
Space Suyers 


READERSHIP PROOF POSITIVE 


When a mail order advertiser 
buys space, month after month in a 
publication, that’s positive proof of 
readership that pays off for all 
advertisers. 

That's the kind of readership that 
sends people into stores asking for 
your product. 

Scores of mail order clients are 
vsing Foreign Service, the V.F.W. 
Why? B keyed copy 
tecords prove Foreign Service pro- 
duces sales in profitable volume. 
Make sure your advertising dol- 


lars are working just as hard 
you. 
* 
STE Tena ron rome foes ieee 


Foreign Sovwice 


THE V.F.W. MAGAZINE 

Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 

10 East 43rd St.. New York 17, N. Y. 


Buys Publishers Plant 


Standard Tool & Mfg. Co., Ar- 
lington, N. J., has bought the 
printing plant of Street & Smith 
Publications in Elizabeth, N. J. 
Street & Smith is consolidating 
and transferring its printing op- 
erations to the MeCall Corp., Day- 
ton, O. (AA, June 5) 


Turner Named Frankfort V.P. 


Frankfort Distillers Corp., New 
York, has appointed John B. Turn- 
er, eastern division manager, as a 
vice-president. Mr. Turner will 


~ 


continue to head eastern opera- 
tions for Four Roses, Hunter, Paul 
Jones and Wilson whiskies. He 
joined Frankfort in 1933 as a sales- 
man and succeeded E. F. O’Brien 
a head of the eastern division in 
1949. 


Manhattan Names Colodzin 


Robert S. Colodzin, formerly 
with Wain & Baruch, public rela- 
tions company, has been named di- 
rector of the newly formed TV de- 
partment of Manhattan Advertis- 
ing Agency, New York., 


Rogers & Smith Boosts Two 


James W. Coy, account executive 
and vice-president in charge of the 
Kansas City office of Rogers & 
Smith, has been elected to the 
board of directors of the agency. 
Edward Boris, art director in the 
Kansas City office, has been 
named a vice-president. 


Bacharach to Bennett Agency 
Victor A. Bennett Co. New 
York, has added James Bacharach, 
last with Ruthrauff & Ryan, as a 
member of the copy staff. 


WOR-TV Increases Rates 


WOR-TV, New York, will raise 
its basic nighttime hourly rate 
from $1,200 to $1,500 as of Oct. 1. 
The basic daytime hourly rate will 
be increased from $600 to $750. An 
hour of nighttime on New York's 
network owned video _ stations 
costs $2,000. 


WBT Promotes Rierson 

Bob Rierson, production man- 
ager of WBT, Charlotte, has been 
promoted to assistant program 
manager of the station. 


HELP BUILD SALES 


©. Polar Superfine Enamel 
® Maineflex Enamel Cover 
© Seal Enamel 


VISIT THE OXFORD EXHIBIT 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N. Y. 
MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 


HETHER YOU are concerned with printing as a means 
of building sales for precision tools, a mail order business or 
any other product or service, Oxford Papers can help make 
your efforts more effective. a hops ay ee in this nationally 
recognized line has an establis 
formance in the production of poe ny brochures, adver- 
tising inserts, labels and direct mail. 


It Pays to Remember — and Use Oxford Papers 


(Here are a few) 
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GRAPHIC ARTS EXPOSITION 
Chicago, September 11 to 23 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


for top-quality per- 


* North Star Dull 
© Engravatone Coated 
*® Carrollton Vellum 


Albany, N. Y. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N.Y. . 
Charlotte, N. C. 


Chattanooga, Tenn. . 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio . 
Dayton, Ohio . 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . 
Milwaukee, Wis. 


Minneapolis, Minn. . 
Nashville, Tenn. 

Newark, N. J. ‘ 
New Haven, Conn. . 


New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


St. Paul, Minn. 

San Bernardino, Calif. 
Salt Lake City, Utah . 
San Diego, Calif. 

San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 

Sioux City, lowa . 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. . 
Toledo, Ohio . 
Tucson, Ariz. . . 
Washington, D. C. 
Worcester, Mass. . 


Nation-wide Service 
Through Oxford Paper Merchants 


Wilcox -Walter- Furlong Paper Co. 


Green & Low Paper Co., Inc. 


"  Allman- Christiansen Paper Co. 
. Wilcox-Mosher-Leffholm Co. 


Bulkley, Dunton & Co., Inc. 
.Bulkley, Dunton & Co., Inc. 


Bulkley, Dunton & Co., Inc. 
Green & Low Pa 


Wilcox-Walter-F urlong Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


" Bulkley, Dunton & Co., Inc. 
(Die, of Carter, Rice & Co. Corp.’ 


’ (Div. of ‘am Rice & Co. Corp.) 


.W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 
.Carter, Rice & Co, Corp, 
The Mudge Paper Co. 


Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
-Franklin-Cowan Paper Co. 
. .Caskie Paper Co., Inc. 
The Charlotte Paper Co. 
.Bond-Sanders Paper Co. 
-Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 
-The Johnston Paper Co. 
The Whitaker Paper Co. 

- The Cleveland Paper Co. 

. - Scioto Paper Co. 
.Cincinnati Cordage Co. 
The Whitaker Paper Co, 
.Bermingham & Prosser Co. 
-Chope Stevens Paper Co. 
Blake, Moffitt & Towne 


-MacCollum Paper Co. 
-Jacksonville Paper Co. 
.Bermingham & Prosser Co. 
-Bermingham & Prosser Co. 
-Louisville Paper Co. 
Western Newspaper Union 
. Roach Paper Co. 

’ Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

- Louisville Paper Co. 
-Caskie Paper Co., Inc. 

-C, H, Robinson Co. 
-Louisville Paper Co. 

. Everglades Paper Co. 


Sensenbrenner Paper Co. 


-Bond-Sanders Paper Co. 


-Baldwin Paper Co., Inc. 


r Co., Ine. 
Miller & Wri t Paper Co. 
The Whitaker Paper Co. 
Blake, Moffitt & Towne 

. Western Paper Co. 
Atlantic Paper Co. 


Blake, Moffitt & Towne 
-General Paper Corp. 
Brubaker Pay aper Co. 
.C. H. Robinson Co. 
Blake, Moffitt & Towne 
-Carter, Rice & Co. Corp. 
-Cauthorne Paper Co. 
.Genesee Valley Paper Co. 

Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
-Inter-City Paper Co. 

Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffitt & Towne 


Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
. Tampa Paper Co. 

. Paper Merchants, Inc. 
. Blake, Moffitt & Towne 
ey Mudge Paper Co. 

A. Esty Paper Co. 
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‘Hat the Hatless’ 
Drive Planned by 
Men's Hat Makers 


HartFrorp, Conn., Aug. 17—The 
hat industry in this country must 
gear itself for an all-out promo- 
tional campaign, if it is to make 
the male population more hat con- 
scious. ford 

This was the eonsensus voiced 
by representatives of the hat in- 
dustry and the Hat Research 
Foundation before members of 
the Connecticut Development 
Commission and the Chamber of 
Commerce here recently. 

E. A. Korchnoy, president of the 
Hat Research Foundation, de- 
clared that “hatlessness is as bad 
as diphtheria or tuberculosis.” The 
foundation is supported by man- 
ufacturers and suppliers and con- 
ducts public relations, research 
and advertising programs. 

An individual will feel better, 
look better and do better if he 
wears a hat, Mr. Korchnoy pointed 
out. And his feet will be warmer. 
(A hat seems to prevent heat from 
rising, he explained.) Still another 
advantage of hat-wearing, he said, 
is that it may ward off sinus 
trouble. 


s Connecticut makes 80% of the 
men’s hats sold in the U. S., other 
speakers pointed out, and the 


BS 


nem Rea ee a 
THE LETTER SHOP. Inc. 


431 S. Dearborn St., Chicago 5.1inots 


wealth of the state is partly de- 
pendent on the success of its hat 
industry. Last year it led all other 
states in backing the first na- 
tional drive to “hat the hatless.” 

Keynote of this year’s campaign 
will be National Hat Week, Oct. 
15-21, during which it will be 
stressed that “there is a hat to 
suit and please every male who 
steps outdoors, no matter for what 
purpose.” 

Frank H. Lee Jr., head of the 
Frank H. Lee Hat Co., Danbury, 
Conn., said that it wasn’t a tariff 
on hats that had hit the industry 
in Danbury so hard recently. He 
blamed the slump on the fact that 
the hat industry is now “in the 
position the shirt industry would 
be in if they didn’t make sports 
shirts.” 

He added that the aim of the in- 
dustry is to make a sports fur 
felt hat that a man can buy, wear, 
and throw away after one season, 
as he might a shirt. 

Foote, Cone & Belding, New 
York, handles the Hat Research 
Foundation account, and Grey Ad- 
vertising agency, New York, han- 
dles Lee Hat Co.’s advertising. 


Meredith Transfers Zosel 
Kenneth P. Zosel, of Meredith 
Publishing Co.’s advertising sales 
department, has been transferred 
from the Des Moines office to Chi- 
cago. He will join the advertising 
sales staff of Better Homes & Gar- 
dens and handle Chicago and 
downstate Illinois accounts. 


Stompe to Diamond Match 
Albert W. Stompe, who has re- 
signed as general sales manager 
of Marathon Corp., Menasha, Wis., 
effective Sept. 1, has been ap- 
pointed to an executive position 
in charge of sales of Diamond 


Match Co., New York. 


HIGHEST 


in Des Moines, 
Hooper-wise! 


MORNING, AFTERNOON, 
EVENING., SAT., SUN. 


C. E. HOOPER SHARE OF AUDIENCE 


MAY-JUNE, 1950 DES MOINES, CITY ZONE 17,474 CALLS 
Time KRNT B Cc D E 
Morning 42.0 24 9.1 21.8 18.7 
Afternoon 43.3 48 #106 108 25.8 
Evening eee 126 7.8 23.3 25.7 
Sat. daytime ——-.. ae tian. The 
Sun. afternoon 24.5 18.3 13.1 15.3 148 
Time Penioos. . 34.3 8.7 9.9 186 23.3 


THE REGISTER AND TRIBUNE STATION 


LOWEST 
PER-IMPACT 


cost! 


BUY THAT 

Very highly Hooperated 
Sales results premeditated 
ABC Affiliated 

Station in Des Moines 


Represented by the Katz Agency 


$64 Question Is Easy 
for Facts on Dial Inc. 


Unusual Research 
Organization Answers 
4,000 Clients’ Questions 


By JAMES V. O’GARA 

New York, Aug. 17—Suppose 
you’re a copywriter. And you’re 
stuck. To finish the job at: hand 
you must know what it-is in onions 
that makes people cry. How do you 
find out? 

It’s simple—if your agency sub- 
scribes to America’s only telephone 
information and research service. 
You merely call Facts on Dial Inc. 
here at MUrray Hill-6-7800 and 
get the answer. (Onions bring out 
the tears, willynilly, because they 
contain a lacrimose substance 
known as sulphur, allyl sulphide.) 

Facts on Dial has been answer- 
ing questions like this, on a fee 
basis, at the rate of 500 a day for 
about a year now. Its staff of phone 
pundits is currently serving a 
clientele that includes 3,250 in- 
dividuals and 350 businesses. In- 
dividual subscribers pay $10 a year 
for answers; business firms pony 
up $120 for unlimited service. 


ws Facts on Dial’s client roster in- 
cludes the Texas Co., Shell Oil, 
Lever Brothers, General Electric, 
Westinghouse, Collier’s, Flair, 
True, Pageant, Random House, 
Simon & Schuster, Kudner Agen- 
cy, Cecil & Presbrey, William H. 
Weintraub & Co., Dorland Inc., and 
William Esty Co. 

Founder and guiding genius of 
Facts on Dial is a 28-year-old 
graduate of Boston University 
Law School named Pierre Marquis. 
A slender man who regards the 
world quizzically through brown 
eyes, Marquis is interested only 
in facts, “published, recorded 
facts.” 

He readily admits Facts on Dial 
is patterned on a French tele- 
phone information service known 
as S’il Vous Plait. Marquis learned 
the ins and outs of the SVP setup, 
fact by fact, while working in post- 
war Paris for an American im- 
port-export concern. 


we The heart of Facts, he says, 
is a code system that gives re- 
searchers immediate access to any 
information they seek. “In effect,” 
he explains, “the system works 
something like an IBM card opera- 
tion, but ours is all manual. That’s 
as much as I can say about it.” So 
confidential is the time-saving 
code that no Facts employe gets 
to use it until he’s been bonded. 

Being on the omniscient end of 
a quiz business like Facts is no 
pushover. Not when questions like 
this pop up: 

Do Siamese twins have to pay 
two fares when riding on a train? 
(Yes, Siamese twins are generally 
regarded as two people.) 

Who was the first child born in 
the White House? (James Madi- 
son Randolph, grandson of Thomas 
Jefferson. ) 

When was the last battle fought 
on the soil of Great Britain? (April 
16, 1746.) 

How much does it cost for the 
Senate to operate for an hour? 
(From $12,000 to $14,000.) 


ws Answers to questions like these 
are dug out by 15 researchers. As 
many as eight people answer the 
phone from 9 a.m. to midnight. The 
answer men include an expert in 
political science, a lawyer, an Eng- 
lish major, a drama major, and 
John Asch, Ph.D. in botany and 
son of novelist Sholem Asch. 
The researchers have about half 
a million information cards in 
their bulging files (growing at the 
rate of 1,000 cards a week), and 
1,500 reference books lining the 


FACTFINDER—Operator of a unique bus- 
iness information service is Pierre Mar- 
quis, head of Facts on Dial. 


walls of their office. Another 10,- 
000 volumes are stored elsewhere 
—but handy for emergencies. 

If these 11,500 volumes fail to 
supply the right answer, Facts 
can call on 5,000 associations and 
similar groups with which it has 
working agreements to dig up the 
right dope. 


s Then there are two Facts peo- 
ple who spend their time in the 
New York Public Library on 42nd 
St., all day, every day. Two other 
researchers “float around town,” 
from the Museum of Natural His- 
tory to the Department of Com- 
merce Library to the Metropolitan 
Museum of Art and the Central 
Park Zoo and back again. 

“We haven’t made more than a 
dozen mistakes since our phones 
were installed,” says Mr. Marquis. 
One mistake Facts did make was 
in telling a subscriber, Yes, Capt. 
Colin Kelly did receive the Con- 
gressional Medal of Honor. A few 
minutes later the client got an- 
other call from Facts which in- 
formed him that the wartime flier 
was recommended for the medal, 
but had never received it. 


s Possibly the toughest question 
asked of Facts so far was, How 
many rooms are there in the Vati- 
can Palace? It took two weeks to 
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discover there are approximately 
11,000 rooms. Another toughie 
came from an author who wanteg 
to know how tall Napoleon was, } 


Advert 


required 10 days to learn that the 
last time Napoleon’s height was 
measured was when he was j4 
years old and a student at L’Eeole 
Militaire. He then scraped the 
bar at 5 feet 3—and as far as any. 
body knows he never grew any 
taller. 
But Facts prides itself on the 
fact that about 85% of the ques. 
tions it’s asked get answered while 
you wait. Often this means about 
90 seconds. Any answer that takes 
more than three minutes to track § 
down automatically gets typed on 
a card and is added to the 500,009. 
card file. 
@ So successful has Facts on Dia] 
proved that Mr. Marquis has or. 
ganized a new division of the con- 
cern, to be known as INFO (In 
dependent National Fact-Finding | ——_ 
Organization). “INFO is a logicaj } avout 
outgrowth of Facts on Dial,” Mr, | on adc 
Marquis says. “While Facts gives | and h¢ 
quick telephone answers to in. | Vertis! 
quiries, INFO offers three groups | °W 
of information services: facts in- | INFO 
vestigated, facts researched and | 48&°) 
problems researched.” Age! 
Facts investigated, he explains, | they ¢ 
covers facts involving comparison, | M4DY 
verification or brief compilation, | there | 
For example: Give values and | “How 
tonnage of coffee imports to the | have?’ 
U. S. from Colombia, Brazil and | outlets 
other countries for the past five | "™ © 
years. you’re 
tiger, 
ws Facts researched provides an- | P@Ws, 
swers to questions after extensive 
investigation, collation, projection | # One 
or analysis. “In this category can | know 
be questionnaires concerning a ser- who g 
ies of related or unrelated facts, | tire. F’ 
figures or mixed items. For ex- | wear 
ample: Compile estimates of tour- g wed, v 
ist travel to ERP countries for }| ‘the : 
1950; estimated expenditures per | The ag 
person; estimated volume to each | ad illu 
country.” of thes 
Problems researched covers Oh, 
problems that usually involve sev- | olons 
eral unknown variants which must | peeling 
be supplanted by factual data and | the be 
limited-error estimates in order to | from f! 
solve the problems. For example: | >read 
“How to budget advertising ex- | teeth. 
penditures to secure best results 
from seasonal buying peaks?” Nielse 
to Me 
a Mr. Marquis is optimistic about Ac 
his company’s future, remember- § annour 
ing that it started last fall with [ sen Te 
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DIGGING UP ANSWERS—Researchers in the Facts on Dial office dig up answers 
to a bewildering variety of questions from nearly 4,000 individual and business 
“clients. 


about 300 subscribers. He’s intent 
on adding to his business client list 
and hopes to sign a number of ad- 
yertising agencies before the first 
snow flies. He thinks Facts and 
INFO are well-geared to meet 
agency problems. 

Agencies, he says, have found 
they can ask anything from “How 
many home freezer outlets are 
there in Southern California?” to 
“How many claws does a tiger 
have?” (There are about 10,000 
outlets and there are five claws 
on each paw of a tiger, unless 
you're speaking of an _ Indian 
tiger, which has five on the front 
paws, four on the back.) 


a One agency recently wanted to 
know the percentage of people 
who got married in everyday at- 
tire. Facts found 75% of the men 
wear business suits when they 
wed, while 60% of the women go 
tothe altar wearing formal gowns. 
The agency promptly arranged an. 
ad illustration to take advantage 
of these findings. 

Oh, yes. One more fact about 
onions and people who cry while 
peeling them. Facts on Dial says 
the best way to keep the tears 
from flowing is to keep a piece of 
bread clenched between your 
teeth. 


Nielsen Audimeters, Only, 
to Measure TV Audience 


A. C. Nielsen Co., Chicago, has 
announced that the National Niel- 
sen Television Index, which has 
used a combination of Audimeters 
and coincidental phone calls, will 
be based entirely on the Audimeter 
technique after Sept. 1. 

A special feature will be a meas- 
urement of the total audience 
viewing national spot announce- 
ments. This will be available to 
subscribers on an optional basis. 
According to Mr. Nielsen the ad- 
vantages of using Audimeters only 
are: “Increased accuracy; faster 
delivery of reports; separate rat- 
ings for each week, and new types 
eermation on a special report 


Names Chambers & Wiswell 


C. A. Briggs Co., Cambridge, 
Mass., manufacturer of H-B cough 
drops and candy products, has 
placed its advertising with Cham- 
bers & Wiswell, Boston. Television, 
subway posters and outdoor post- 
€rs will be used in the New Eng- 

d, New York and New Jersey 
markets. 


IWT Appoints Thompson i 


James L. Thompson has been 
named manager of the Los Angel- 
&s office of J. Walter Thompson 
Co. He succeeds Robert B. Shirey, 
Who will assume new responsibili- 
1s in the agency’s New York of- 
fice. Mr. Thompson has been with 
JWT in the New York and Mexico 
City offices, and was manager in 

© de Janeiro. 


Rawson Appoints Hixson 


James E. Hixson, formerly copy 
chiet of Palm & Patterson, Cleve- 
and, has been named vice-presi- 


ent and account executive of 


Charles A. Rawson & Associates, 
Atlanta agency. 


Lilienteld Signs tor Show 


Lilienfeld Brothers & Co. has 
signed to sponsor “National Pro 
Football Highlights” on KECA-TV, 
Los Angeles, for Corina Lark ci- 
gars. The program will consist of 
filmed highlights of 14 National 
Football League games of the 1950 
season. Guenther-Bradford & Co., 
Chicago, handles the Lilienfeld ac- 
count. 


GE Buys Illinois Cabinet 


Purchase of Illinois Cabinet Co., 
Rockford, Ill., manufacturer of 
furniture and wood products, has 
been announced by General Elec- 
tric Co., which has been a partial 
owner of the firm since 1947. The 
Rockford company will continue to 
produce its present line, which in- 
cludes radio and TV cabinets. 


White Names McChesney 


Samuel P. McChesney Jr., for- 
merly of the sales staff of The 
American Weekly, has been ap- 
oan advertising director of 

hite Sewing Machine Corp., 
Cleveland. 


Ohio State Plans 7th Ad, 
Sales Promotion Conference 


The 7th annual Ohio State Uni- 
versity Advertising and Sales Pro- 
motion Conference, sponsored 
jointly by the College of Commerce 
and Advertising and the fifth dis- 
trict of the Advertising Federation 
of America, will be held Oct. 6-7 
in Columbus. Considerable empha- 
sis will be placed on television as 
an advertising medium and cur- 
rent trends in radio advertising. 

Fred Lazarus Jr., president of 
Federated Department Stores Inc., 
will be the featured speaker at an 
excutive luncheon Oct. 6 at the 
Chittenden Hotel. 
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Plans New Evanston Paper 


Evanston Mail Inc., Evanston, 
Ill., will publish a new weekly 
newspaper, The Evanston Mail, 
starting Aug. 21. It will be mailed 
free to some 23,000 residents of 
Evanston and East Skokie for about 
six months, after which a small 
subscription fee will be charged. 
Editorial content will consist most- 
ly of local news—particularly 
local politics—while advertising 
plans call for the acceptance of 
everthing but liquor advertise- 
ments. Vincent Nunamaker is pres- 
ident of the new publishing com- 
pany and John C. Kimball will 
be editor of the new weekly. 


SHRIMP 


Third In the nation In seafood 
value with over 5,400 shrimp 
boats operating in the South. 
Shrimp is only a part of the 
Southern Fishing Industry... 
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How do you know 
You cant sell 
more advertising? 


' 
| 
4 


Gate penne 


The Seven Sections of SRDS: 
(Monthly) Newspaper, 
Radio, Television, Consumer 


Publication; (Twice a j 
year) —ABC Weekly 
Newspaper; (Yearly )— 

CONSUMER MARKETS. 
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Points that make 
SRDS a good, 
economical media 
advertising medium. 


1 | SRDS does not just “reach” buyers. 
Buyers reach for IT. 


In SRDS you do not seek to interest 
buyers in your media information. 
Here, buyers SEEK information about 
your medium. 


SRDS covers no counter display 
specialists, few retail store advertising 
people. National buyers of space and 
time are the regular users of SRDS— 
media buyers, advertising managers, 
account executives—the people most 
concerned with market and media 
selection. 


4 | In SRDS you need not divert 
promotion dollars to costly artwork, 
nor waste space on attention-getting 
devices. Buyers want useful information 
in these pages, arranged in simple, 
orderly fashion, to help them buy wisely, 
without wasting time. 


Maybe only one thing stands in the way of your selling more space in your news- 


paper or magazine or business paper. . . 


station. 


And that thing is T/MING. 


You can’t get to see your best prospects when they’re readiest to listen to your 


story. 


or more spot time on your radio or TV 


Silly, isn’t it? But there it is. They’re cooped up in their offices working on pre- 
liminary lists that you ought to be on. Or they’re in closed conferences making 
final comparisons of markets and media. “No Admittance 

But those are times when they turn to SRDS out of habit, out of necessity, for 
market and media information. Every agency in the country that handles national 
accounts; and the important national advertisers themselves. 

The story of what your medium can do for advertisers, wrapped up in Service- 
Ads alongside your monthly listing in SRDS and near the data listed for your 
market in CONSUMER MARKETS, will remind prospects of what you have to 
offer when they are looking for such information . .. and most in need of reminding. 
It will help you get more national advertising. 

SRDS is helping hundreds of media* cover the times when they can’t get to see 
their prospects nor reach them in any other way. It can help you. Ask any SRDS 
office or representative “HOW!” 


had 


*Last year 1,041 individual media ran 7,596 Service-Ads in SRDS to sup- 
plement their listings with information that sells by helping buyers buy. 
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Nielsen Refutes Sindlinger 
Statements On Radio-TV 

To the Editor: The issue of Ap- 
VERTISING AcE dated Aug. 7, 1950, 
includes, on Page 49, a news item 
captioned ‘“Honig-Cooper Backs 
Four A’s on Radio Rating.” 

The second cloumn contains 
some statements, by Mr. Sindling- 
er, to the effect that Nielsen Radio 
Index for April, 1950, shows a de- 
cline of 24% (for the evening 
hours) in comparison with April, 
1949. Mr. Sindlinger also states 
that 10% of the radio homes own 
television receivers, and he goes 
on to suggest that somebody “is 
awfully wrong.” 

In contrast with Mr. Sindlinger’s 
reported statements, the facts are 
as follows: Nielsen Radio Index 
has never shown evening radio 
(national network) to be off by 
any such figure as 24%. This 
would be more in line with the 
loss which has occurred in metro- 
politan areas for the evening 
hours—which is the most unfavor- 
able section of the market from 
the standpoint of the inroads of 
television on radio. Actually, the 
over-all national evening loss for 
April, 1950, as compared with 
April, 1949, was of the order of 
12%. 

As far as TV-ownership is con- 
cerned, the best available figures 
for the month of April, 1950, show 


This department is a reader’s forum. Letters are welcome. 


TV-owmership of between 12% 
and 13%, rather than the 10% 
figure quoted by Mr Sindlinger. 

Anything you can do to correct 
the aforementioned erroneous re- 
port will be appreciated, and will 
be in the interest of fairness to 
all elements in the radio and tele- 
vision industries. 

ARTHUR C. NIELSEN 

President, A. C. Nielsen Co., 

Chicago. 

° ” * 
‘Washington Star’ Cartoon 
Works on Anti-Hoarding 

To the Editor: We wish to in- 
vite your attention to the phenom- 
enal popularity of Jim Berry- 
man’s cartoon which appeared in 
The Star of July 14, 1950. 

As the enclosed clipping indi- 
cates, the cartoon has been in- 
corporated in a poster in order to 
meet the tremendous demand from 
business firms all over the metro- 
politan Washington area. Up to 
this moment a total of 7,500 post- 
ers has been distributed, not only 
to Washington business establish- 
ments but to fulfill requests that 
have come from all over the coun- 
try. 

Five thousand posters have been 
distributed to 3,000 grocery stores 
in the city of Washington by the 
D. C. Food Conservation Commit- 
tee, which is operating under the 
direction of the D. C. commission- 
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Che Gouvrier-Zourna 


~ THE LOUISVILLE TIMES _ 


Owners and operators of Radic Station WHAS and Television Station WHAS - TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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ers to fight the problem of hoard- 
ing by District consumers. 

One hundred posters were re- 
quested by Senators Brewster and 
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Smith of Maine to kick off an anti- 
hoarding campaign in Portland, 
and 200 copies were requested by 
Congressman Furcolo of Massa- 
chusetts. 
WILLIAM E. Coy_e, 
Promotion Manager, Washing- 
ton Star, Washington, D. C. 


e * * 
Sees a Bright Side 

To the Editor: Whatever charges 
one could level against agencies 
and advertisers, hypocrisy cer- 
tainly isn’t one of them, partic- 
ularly with the Brand Names 
Foundation. 

A car card appearing in street 
cars, elevateds and commuter 
trains reads something like this: 

A Fine Artist Proudly Signs His 
Own Works (Reproduction of page 
from “The Scarlet Letter,” with 
Hawthorne’s name prominently 


displayed) ... So Does a Reputable 
Manufacturer! YOU WIN! (Etc. 
Etc.) 


Nowhere in this advertisement 
does the name of the advertiser 
appear. 

JOHN G. KNECHT, 
Barrington, Ill. 


* » a 
Grant Represents KSRO, KDON 

To the Editor: In your issue of 
July 31, you carried a story con- 
cerning the Liberty Broadcasting 
System having signed Radio Sta- 
tions KSRO, Santa Rosa, and 
KDON, Santa Cruz, as affiliates. 

You then went on to say that the 
new stations will be represented 
by Western Radio Sales. 

I would like to ask that a cor- 
rection be made in this story in 
view of the fact that both KSRO 
and KDON are represented by this 
company by contract, which is the 
exclusive representation. 

Correction in your next issue, 
of this story will be greatly ap- 
preciated. 

W. S. Grant, 

W. S. Grant Co., San Francis- 

co. 

AA’s original story was in error. 
Mr. Grant is right. 

* * + 
Displays Stop Tratfic 

To the Editor: After looking 
over the two-page spread of the 
Chicago Show Printing Co. ad on 
Pages 20 and 21 of the June 26 is- 
sue of AA, I am wondering if this 
is the forerunner of a new tech- 
nique in advertising. 

The caption under the picture 
starts off, “This Shell service sta- 
tion, completely decorated ‘with 
point of sale advertising displays, 
literally stops traffic...”’ In the 
photograph which, judging from 
the background, was taken out in 
the suburbs, there is only one car 
visible and it is deserted. No at- 
tendant nor customer is in sight. 


Evidently, the point of sale adver- 
tising here did stop the traffic 
“dead.” 

Pat McCann, 

Publication Division, Metro- 

politan Life Insurance Co., 

New York. 

The perennial advertising il- 
lustration problem—if you fill the 
picture with crowds, how can you 
show what they’re looking at? 


Druggists Can Create Alert 
Voters, Publication Holds 

To the Editor: Glance at the at- 
tached July issue of American 
Druggist. 

It expresses our belief that 
America’s 50,000 druggists can and 
should get into politics, not as 
Democrats or Republicans, but as 
neighborhood statesmen. 

The editorial on Page 69 chal- 
lenges them to decide where they 
stand on the major issue of faith 
in people of faith in something 
called the State. 

Herbert Hoover says on Page 70: 
“When a citizen casts his vote for 
somebody, he should weigh that 
somebody in the scales of morals, 
which includes intellectual integ- 
rity.” 

James Farley says on Page 72: 
“If there is no public conscience, 
why should there be any con- 
science in the politician?... When 
the politicians fail, the country 
fails. The last two decades have 
given us ample evidence of this 
fact.” 

On Page 74 our readers learn 
that President Truman was elected 
by only 36.1% of the eligible 
voters. 

I am sending you this July is- 
sue because we have been told that 
a business magazine like Ameri- 
can Druggist should stay out of 
politics. 

What is your opinion? 

JoHN W. McPHERRIN 

Editor, American Druggist, 

New York. 

Theme of the unusual issue is: 
“50,000 druggists can elect the next 
Congress. Not tus Democrats or 
Republicans, but as neighborhood 
statesmen, they can create enough 
alert voters among their 20,000,000 
daily customers to elect candidates 
who share their love of indepen- 
dence.” 


There’s No Synonym for War 

To the Editor: I hardly think 
you are qualified to refer to the 
Korean war as a “rumpus.” (Ac- 
cording to Webster, “rumpus” is 
a disturbance or fracas.) Nor do I 
think any of the soldiers or ma- 
rines in Korea would go along with 
you with that designation. 

Let’s stop searching for syno- 
nyms. A war is a war. Call it that. 

NATHAN R. ABELSON, 

Promotion Manager, Daily 

News Record, New York. 

Mr. Abelson refers to a news 
flash in the Aug. 7 issue. The same 
flash was headed, “War Scare Re- 
verses Radio Listening Trend,” so 
we can’t be accused of trying to 
gild the lily. But we won’t call it a 
“rumpus” again. 


Recalls Earlier Silver Shower 

To the Editor: Your fine story 
about the Seabrook Farms silver- 
dollar payroll (AA, July 31) 
prompts me to recall an earlier ex- 
ample, described in my new 400- 
page book, “A Romance in Re- 
search,” scheduled for September 
release. 

In Chapter 23 I tell how “on the 
afternoon of Saturday, Dec. 20, 
1924, the business district of Madi- 
son, Wis., was hit by an unex- 
pected shower of silver”; and I go 
on to explain that it was an adver- 
tising stunt of C. F. Burgess, head 
of the Burgess Battery Co., who 
wanted to teach Wisconsin mer- 
chants that “only if industry pros- 
pers can the community prosper.” 


Advertising Age, August 21, 19m 


The cartwheels dramatized the 
Burgess payroll. 

The silver shower of 1924 was 
heralded in an AP story through. 
out the land, it pleased the U.g§ 
Treasury Department, then jp. 
terested in promoting silver cir. 
culation, and earned the thanks 
of silver-mining communities jp 
Montana. Dr. C. F. Burgess, educg. 
tor, philanthropist, scientist, pio. 
neer in short-wave radio, lord of 
a tropical island, founded the 
chemical engineering department 


Canton (Ohio) 
Repository 


Contractors and 
suppliers active in 


CANTON, Ohio 


Recently an advertiser wrote us 

and asked about the building 

situation in Canton. Here is a 

paragraph from our reply: 
“Regarding the building sit- 
uation in Canton, we can 
emphatically state that it is 
currently above average. In 
1949 a total of 351 residential 
units at a value of $5,900,000 
were built in the corporate 
City of Canton. For com- 
parison, the first 3 months of 
1950 show that 108 new 
homes were built, which is 
an increase of 96% over the 
first 3 months of 1949. Natu- 
rally, this activity has a 
great bearing on keeping 
our contractors and suppli- 
ers quite active.” 


Our national linage 
keeps mounting 

Many things contribute to mak- 
ing Canton one of the best test 
markets in this country:—over 
200 factories, a tremendous pay- 
roll, above-average building ac- 
tivity and the current daily dis- 
tribution of 61,807 Repositories. 
Here you get 100% coverage 
in a one-newspaper-market and 
99.39% IS HOME DELIVERED 
IN CANTON. 


Call, write or phone if you need 
help in Canton, Ohio. 


This is 
Don Grace. . 
of the National 


anton Reposi- 
tory. He knows 
the brokers, job- 
bers and dealers 
you may want 
know. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
© STEUBENVILLE (OHIO) HERALD-STAR 
© SALISBURY (MD.) TIMES 
_These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


4-MOOKE, 
BRT PERS 


OF OHIO 
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' ing): “Should one judge adver- 


Advertising Age, August 21, 1950 


of the University of Wisconsin. He 
never called himself an advertising 
man, but advertisers and press-re- 
lations men can learn a lot from 
his wise use of publicity. 
ALEXANDER MCQUEEN, 
Human-Interest Research for 
Advertisers, Chicago. 
* - + 
Explains ‘Gentleman Golfer’ 

To the Editor, attention The 
Creative Man: Perhaps Mr. Ro- 
perts, who criticized “It’s a Tough- 
er Game Partner, If It’s Played in 
the Rough,” (AA, July 31) would 
prefer the headline “It’s a Tough 
Game!” 

At least that’s a natural assump- 
tion from his admission that “... 
it’s all I can do to shoot 18 holes 
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under 100 in a T shirt and shorts.” 

The “gentleman golfer” who is 
about to make a four iron shot to 
the green—and he did—happened 
to be the pro at a well known club 
in an equally well known winter 
resort in Florida. 

After all, when a game calls 
for precision rather than “main 
strength,” it’s a safe bet that any 
garb that satisfies a player’s per- 
sonal requirements for comfort and 
decorum will allow scoring that 
pays off at the 19th—IF the guy 
knows how. 

Maybe the rough’s rougher, the 
sand deeper and the sun hotter in 
good old Cumberland. 

HarOLpD HITCHCOCK, 

Harold Hitchcock Associates, 

Chicago. 

- * 
Ad Volume Compensates 

To the Editor: In view of the 
recently announced rate changes 
on the part of some building in- 
dustry magazines, advertisers have 
been asking us what our plans are. 

Your readers may like to know 
that Building Supply News and 
Practical Builder are contemplat- 
ing no rate increases at this time. 
Because of increased advertising 
Volume, we have not increased 
tates on these magazines in several 
years despite rising costs and in- 
creasing circulation. 

HERBERT V. KAEPPEL, 
Executive Vice-President, In- 
dustrial Publications Inc., Chi- 
cago, 

° e * 


Says Good Advertising Makes 
Friends As Well As Sales 

To the Editor: Three cheers for 
the forthright and intelligent com- 
ments on advertising which dis- 
tinguish The Creative Man’s Cor- 
her! If the Creative Man is “pimp- 
ly-faced”—as one of your dis- 
sruntled readers wants us to be- 
lieve—leave us have more acne! 
, The question raised by the Crea- 
tive Man in connection with the 
Hunter whisky ad (July 31) is one 
Which none of us in the business 
fan sidestep. He asks (and an- 
Swers, of course, by the very ask- 


ising wholly apart from its pos- 
sible effect on the validity of hu- 
man communications, and appraise 
it solely on whether or not it 


It is unfortunate that this ques- 
tion needs asking in this day and 
age. But, in the light of such frank- 
ly dishonest advertising as Col- 
gate’s recent example (Creative 
Man’s Corner, July 17), it must be 
asked. To appraise advertising 
solely on whether or not it makes 
a sale is both bad ethics and bad 
business, in my opinion. Let’s as- 
sume that the Colgate ad in ques- 
tion sold more toothpaste than any 
other ad in Colgate’s history. Does 
that make it a good ad? Emphati- 
cally not! I maintain that no ad 
which is dishonest can be good— 
either morally or pragmatically. 

Dishonest advertising may suc- 
ceed in making sales (although I 
doubt it). But it also makes ene- 
mies. And, while the sales it makes 
are, at best, only temporary, the 
enemies it makes are permanent. 
Once an advertiser has caused peo- 
ple to lose faith in his product—by 
advertising it dishonestly—he has 
lost that which cannot be replaced. 
The famous Squibb ad puts it well: 
“The priceless ingredient of any 
product is the honor and integrity 


of its maker.” 

Morally speaking, advertising 
should be honest for the same rea- 
sons a man should be honest. It is 
proper, fitting, right to be honest. 
Honesty is part of that which goes 
to make up a good man. It is part 
of that which goes to make up a 
good business. 

Quite apart from moral con- 
siderations, “honesty is the best 
policy” in advertising from the 
purely pragmatic point of view. It 
works best. In my book, honest ad- 
vertising is good advertising be- 
cause it makes sales—and friends, 
too. I’ll settle for that definition: 
Good advertising makes friends as 
well as sales. 

WILLIAM CALLENDER, 

Lamport, Fox, Prell & Dolk 

Inc., South Bend, Ind. 

7 » 
Thinks Terminology Should 
Be Clarified for ‘Magazines’ 

To the Editor: Please refer to 
Page 36 of the July 17 issue of Ap- 
VERTISING AGE. In the list of pub- 
lications based on advertising vol- 
ume I believe you will find five of 


these carrying over 2,400 pages of 
advertising during the first six 
months of 1950. Listed alphabetic- 
ally they are as follows; American 
Machinist, Florists’ Review, Iron 
Age, Oil & Gas Journal and Steel. 

Although these are all business 
publications I assume they are 
“magazines.” 

Now turn to The Saturday Even- 
ing Post spread which appears on 
Pages 16 and 17 of this same issue 
(July 17). Read the headlines par- 
ticularly: “More advertising lin- 
age than any other magazine.” 
This isn’t the first time this has 
happened but it is about time you 


do something about it. Either their 


55 


copy should read “More adver- 
tising linage than any other gen- 
eral magazine” or else an asterisk 
placed next to the word “maga- 
zine” with a reference “Except 
business publications” and a list 
of these papers. 

Certainly as the copy is written 
it is not correct. Probably some 
other advertising publications car- 
ried this but I happened to have 
this issue of ADVERTISING AGE with 
me while up in New York state on 
vacation. 

Russ JAENKE, 

Vice-President and Director 

of Advertising, Penton Pub- 

lishing Co., Cleveland. 
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One of the 
WORLD’S GREATEST JOBS 
OF MASS EDUCATION! 


makes a sale?” 


IN RESPONSE to requests from government agen- 
cies, private organizations and individuals, a total 
of 14 public service advertising programs is cur- 
rently carried on by The Advertising Council. 
Those illustrated here are only a few of the many. 

These programs of mass education grapple with 
problems of national import and their messages 
are brought to all the American people every- 
where, day after day, month after month. 

Never before has information on questions of 
great public moment been spread abroad by 
advertising on such a gigantic scale. Never before 
has American business demonstrated so fully its 
concern with the public good. 

In planning and producing these campaigns, ad- 
vertising agencies throughout the United States 
render their services without charge. Media own- 
ers donate space and time. Advertisers sponsor 
and pay for public service advertisements. 


Advertisers and Media Owners. .. 
Your Help is Needed! 


The success of the many programs of' The Advertising 

Council depends on the public spirited and generous 

cooperation of advertisers and media owners. Your 

help, in the form of space or time donations, will 
mean a lot. And remember .. . What 
helps America helps you! 


a Yours for the Asking 
Write for a copy of Booklet No. 15. 
wt It will give you pertinent information 
— about The Advertising Council . . . 
how it started ... what it is... what 
it does . .°.Or ask for material.on 
whet it Ie | specific campaigns. Address: — The 
wanes Advertising Council, 25 West 45th 


Street, New York 19, N. Y. 
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TAKE A LOOK- 


and Loft loo / 


1,312,474 good American 
families, comprising 24.5% 
of the Catholic people in the 
United States, are ready to 
buy from you. 


When you tell them and sell 
them through the pages of 
their religious papers, you 
reach them when reader con- 


fidence is at its highest peak. 


Here they turn for informa- 
tion, inspiration and guidance; 
here they find the truth, fairly 


and clearly presented. 


A modest schedule in these 
pages brings the walloping re- 
sults of a big campaign. Sales 
as you want them—over the 
counter, by mail, or through 


your representatives. 


Take a look at the Catholic 
Market as reached by this 
Unit’’—and profit, too! 


1,312,474 


ABC PUBLISHERS’ STATEMENTS 
FOR DECEMER 31, 1949 


Qur Sunoay Visitor 


~ Recister Unit 


ADVERTISING REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 
30 N. Dearborn St., Chicago 2, Ill. 


Monsanto Tells 


How It Handles 
Ad Inquiries 


Booklet Stresses Value 
of Proper Screening 
and Sales Follow-Up 


Sr. Louis, Aug. 17—Inquiries are 
important to a company for two 
reasons: (1) they serve as a meas- 
ure of advertising effectiveness, 
and (2) if handled properly, they 
can lead to more sales. 

With this in mind, the Monsanto 
Chemical Co. has distributed to 
its salesmen a 32-page booklet en- 
titled “Let’s Synchronize,” which 
gives a detailed analysis of the 
company’s policy on handling in- 
quiries. 

Prepared by Monsanto’s adver- 
tising department, and directed at 
its sales staff, the booklet starts 
by telling why Monsanto considers 
inquiries valuable. Then it de- 
scribes the various types of in- 
quiries that might be received, and 
gives some pointers on how these 
should be evaluated. 

Next the Monsanto plan for 
screening inquiries is explained in 
some detail, and the booklet ends 
with some suggestions for the sales 
handling of inquiries after they 
have been screened by the adver- 
tising department. 


s How do you know when an in- 
quiry is worth anything? Quite 
often you don’t, Monsanto points 
out, so you develop a system 
whereby all inquiries, except for 
obvious duds, receive some infor- 
mation. And even the duds are 
answered, usually with a polite 
“thank you, but we only sell to 


industry.” A reply card is enclosed, 
and if it is returned with a second 
request for information, the dud 
is considered a prospect and gets 
the literature he requested. 

After the duds come borderline 
inquiries—typed coupons with a 
residential address; students at 
technical schools; science clubs and 
people wanting information for 
talks. Instead of expensive litera- 
ture borderliners get product re- 
ports, which give a brief view of 
the product and its advantages. 

Borderline inquiries also receive 
a reply card, and its return places 
them in the definite prospect class. 

The third type of inquiry is 
fairly easy to evaluate—it comes 
from a recognized individual or 
company that could be expected 
to evidence interest in the prod- 
ucts. These get full literature and 
prompt sales action. 


s Monsanto describes its inquiry 
screening plan to salesmen as “a 
literature-saving plan to upgrade 
your inquiries.” It is used only 
for inquiries resulting from na- 
tional advertising—all trade ad- 
vertising inquiries are sent directly 
to divisional sales managers for 
handling. ’ 

Monsanto lists “five command- 
ments” which it considers essential 
to the proper handling of in- 
quiries: 

1. Send back a response to every 
single inquiry. 

2. Dispatch information (booklet, 
letter, etc.) as quickly as possible 

3. Follow up all manifestiy val- 
uable leads promptly. 

4. From city directories, phone 
books, and people in the vicinty 
try to ferret out what’s behind 
an anonymous inquiry. 

5. Never, never conclude that 
any inquiry is a dead duck with- 
out some follow-up. 


ws Concerning commandment five, 
Monsanto warns against “strip 


alone. 


Sources: 


Metropolitan Oakland 


(ALAMEDA COUNTY) 


RANKS HIGH 


ON THE 


PACIFIC COAST 


e 3rd in Population 


e 2nd in Automotive 
Registrations 


e 3rd in Food Sales 


e 2nd in Per Capita 
Effective Buying Income 
The Oakland Tribune, with 97.3% of its total daily and 


95.8% of its total Sunday circulation concentrated in the 
A.B.C. city and trading zones, covers this rich market 


DEPT. OF MOTOR VEHICLES. 
S.M. SURVEY OF BUYING POWER, 


1950. 


CUROCTATED (REGS WIREP OTS. G108 WORK we TER FREES. Gmieeee CONEY BEWE FOREGw SeOrICE 


‘Oakland. he Tribune 


— - CRESMER & WOODWARD, INC. © 
"National Representatives including Sunday Magazine Section 


« ws 


CHRISTMAS COMING—The cardboard 
Santa and sleigh are really two in- 
dividual displays which can be used as 
a unit or split up, by dealer stores featur- 
ing Landers, Frary & Clark electric 
housewares. Santa is 64” tall and is 
printed front and back, to face either 
right or left in a window, and for use 
beside a merchandise island or for table 
display. 


mining the topnotch inquiries and 
missing the ore that is hidden in 
the second-rate’ inquiries.” 

The sleuthing called for in com- 
mandment four has proved profit- 
able time and time again, Mon- 
santo claims. Many anonymous in- 
quiries come from executives who 
want to remain unknown—and a 
residential address may mean 
merely that some likely prospect 
happened to read the ad in his 
home instead of his office. 

Monsanto’s advertising depart- 
ment does not pass obvious duds 
on to the sales department, and it 
forwards doubtful inquiries only 
after mailing a product report to 
the inquirer. 

The booklet closes with a call 
for “synchronized thinking be- 
tween the sales and advertising de- 
partments, so that we can get the 


most out of our screened in- 
quiries.” 
Gardner Advertising Co., St. 


Louis, handles Monsanto’s adver- 
tising. 


Walter Garnsey Appointed 

Walter W. Garnsey has been 
appointed vice-president and sales 
manager of Kuner-Empson Co., 
Denver. He has been with the can- 
ning company since 1943. 


Beam Names Koeski V. P. 

Edward Koeski, sales manager, 
has been named vice-president of 
James B. Beam Distilling Co., 
Chicago. 


Advertising Age, August 21, 199% 


NRDGA Issues Credit 


Manual for Stores 


New York, Aug. 16—Publication 
of a new 640-page “Retail Credit 
Manual” was announced last wee, 
by the credit management diyj. 
sion of the National Retail Dry 
Goods Assn. 

The new manual, outgrowth of 
a three-year project of research 
and writing, is intended as “a com. 
prehensive reference book for re. 
tail executives; a practical train. 
ing guide for use in store oper. 
ation; and a classroom text cover. 
ing all major phases of credit.” 
was written by J. Gordon Daki 
general manager of NRDGA., Mr 
Dakins, one-time head of the 
NRDGA credit division, was as. 
sisted by 77 credit authorities, 

Biggest single section of the book 
(price, $4.50) is» devoted to the 
planning and development of 
credit sales promotion. 

“Credit sales promotion is one 
of the most important phases of 
the credit department operation 
and should be handled entirely 
separate from the normal credit 
department routine,” Mr. Dakins 
said. 

“Although the work may be 
done by people not connected with 
the credit office, the entire pro- 
gram should be supervised by the 
credit manager. The most effective 
operation is a separate department 
under the supervision of the credit 
manager.” 


Tube Shortage Slows 
TV Set Production 


Allen B. DuMont Laboratories, 
Passaic, N. J., has started shipping 
television sets with three types of 
receiving tubes missing. The 
manufacturer hopes dealers will 
be able to obtain the scarce com- 
ponents in their areas. Tele-Tone 
Radio Corp. also reports that a 
searcity of tubes is slowing its 
production schedule. 

Meanwhile, several other major 
manufacturers say they have not 
yet been affected by the tube bot- 
tleneck. The situation is believed 
to be a temporary one resulting 
mainly from a flood of orders 
which followed the outbreak of the 
Korean war. 


Terry Leaves Crosley 


Marshall N. Terry has resigned 
as vice-president in charge of mer- 
chandising of Crosley  Broad- 
casting Corp., Cincinnati, effective 
Aug. 15, to devote full time to out- 
side business interests. 
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Prices Rising 
for Newsprint 
and Book Paper 


(Continued from Page 1) 

of book paper for the first six 
months of this year is about 10% 
ahead of the first six months of ’49. 

Paper production of all kinds 
last year in the U. S., he said, 
totaled approximately 21,000,000 
tons. For the first six months of 
this year domestic paper is being 
produced at the rate of about 
23,000,000 tons annually, he said. 
At the present rate of production, 
he said, the supply is more than 
adequate to meet the demand. He 
emphasized that scare buying is 
based upon emotional hysteria 
rather than facts. 


s A similar statement was made 
during the week by Cranston 
Williams, general manager of the 
American Newspaper Publishers 
Assn., published on Page 2 in this 
issue. Nevertheless, buyers both 
of newsprint and of book stock are 
trying to build up supplies on 
hand. Spot buyers are reported to 
be covering through December at 
prices in excess of $180 a ton on 
book paper and as high as $200 
for newsprint. 

Scandinavian pulp, while still a 
small proportion of the available 
supply here, is being imported in 
increasing quantity at competitive 
prices. While the tightness in 
pulp supply is said to be tempor- 
ary and due principally to strikes 
and the building up of wastepaper 
stocks, the fact remains that the 
demand at present exceeds the 
supply and that consumption is 
running ahead of production. 


s The American Newspaper Pub- 
lishers Assn. estimates that news- 
print consumption in the U. S. for 
the first seven months of this 
year was 3,369,012 tons. During 
the first seven months of 1950 
daily newspapers reporting to the 
ANPA used 2,594,139 tons of news- 
print, an increase of 6.6% over the 
first seven months of ’49 and an 
increase of 15.3% over the com- 
parable period of ’48. 

Stocks of newsprint at the end 
of July were 135,873 tons at Can- 
adian mills, and 8,768 tons at U. S. 
mills, making a combined total of 
144,641 tons compared with 168,- 
031 tons on June 30, 1950 and 
185,397 tons at the end of July, ’49. 

Stocks of newsprint on hand and 
in transit at the end of July, ’50 
were 40 days’ supply for the aver- 
age of all daily newspapers report- 
ing to ANPA. This is an increase 
of 10 days’ supply as compared 
with the end of June, ’50, but is 
adrop of nine days compared with 
the end of July, ’49. There were 
44 days’ supply at the end of 
July, °48. 

Another factor of growing im- 
portance is that the box car supply 
is becoming critical for newsprint 
shipments. Heavy movement of 
stain in western Canada in about 
10 days will put a serious strain on 
the Canadian railroads. The short- 
age of box cars in the U. S., in 
the face of possible heavier ship- 
ments for defense and for overseas 
shipments, is becoming critical. 


Don Lee Signs Grove 


Grove Laboratories, St. Louis, 
purchased five quarter hours 
weekly for 26 weeks on the full 
nm Lee network of 45 stations, 
to promote Bromo Quinine. Be- 
ginning Sept. 25, “The Breakfast 
Gang” will be sponsored Mondays, 
Wednesdays and Fridays from 7:30 


' to 7:45 a.m. Cecil Brown’s news 


commentary will be sponsored 
Tuesdays and Thursdays, 8-8:15 


am., beginning Sept. 26. Gardner 
Advertising Co., St. Louis, is the 
agency. 


FINEST, FASTEST 


Ade 


NEW YORK. . . 3 xs wun 
DETROIT... . 2 nous 

MILWAUKEE. . fox wan 
CHICAGO . 
SEATTLE- 
TACOMA eee 6 os wen 


Onty Mertinwest gover you Devioie-Deck Luxury 
COAST TO COAST—NO EXTRA Fant 
NORTHWEST 
AIRLINES 


Fete Owe Bond loner 
Prone PARED 661) @ ree Sorel Agen 


QUOTE—This 600-line testimonial ad is 

one of a new celebrity series Northwest 

Airlines is using in newspapers of on- 
line cities. 


Mullins Unveils Its 
New Dishwashers; 
Models Sell As Toys 


New York, Aug. 15—Youngs- 
town Kitchens’ new Jet-Tower 
dishwasher, scheduled for a $2,- 
250,000 advertising and sales pro- 
motion push, was demonstrated 
here today at Weiss & Besserman 
Co., New York distributor. 

Features of the dishwasher in- 
clude a booster heater that gets 
dishwashing water up to 180 de- 
grees (allowing the dishes to dry 
later “of their own heat”) and 
the Jet-Tower, which shoots 
swirling streams of water onto the 
dishes. 

The machine will be available 
in a 48” electric sink model sell- 
ing at $349.95 and a 27” standing 
model priced at $259.95. 

Mullins Mfg. Corp., Warren, 
O., maker of the Youngstown 
line, expects that $2,250,000 will be 
spent by Mullins, its distributors 
and dealers in newspaper and 
magazine advertising and sales 
promotion (AA, July 10). News- 
paper ads will be placed by dis- 
tributors and dealers in 65 cities. 


a Weiss & Besserman plans full 
pages in the New York Times and 
the Daily News on Sunday, Sept. 
10, and plans to follow up with 
fractional pages in all metropoli- 
tan dailies. In addition, the dis- 
tributor will rent a blimp for nine 
nights beginning Aug. 27. 

One sales promotion device 
planned is a 10” high scale model 
of the dishwasher. The model act- 
ually works, washing miniature 
plastic dishes. Guests of dealers 
will get chances on both the real 
Jet-Tower and the junior model. 
Also, a scale model will be sold 
as a toy at $12.95 retail. 


Publishers Given Choice 
on Circulation Expenses 


The Senate finance committee 
last week voted to give publishers 
of newspapers and magazines a 
choice in treating circulation pro- 
motion costs as a business expense 
or capitalizing such expenditures. 

The committee also voted to re- 
quire publishers to follow a con- 
sistent course in handling such 
items. Costs involved in maintain- 
ing circulation are deductible, of 
course, but in some instances the 
Bureau of Internal Revenue has 
challenged extraordinary expens- 
es in promoting new circulation. 


642,897 TV Sets in L. A. 


Forty-six thousand television 
sets were sold in Los Angeles dur- 
ing July and there are now a total 
of 642,897 in the area, television 
committee of the Chamber of 
Commerce reports. It is estimated 
there is one set per 2.4 families 
in the Los Angeles area. 


WERC-TV Names Brownstein 


Edward Brownstein, formerly on 
the sales staff of WHAS and 
WKLO, Louisville, has _ been 
named a sales executive of WKRC- 
TV, Cincinnati. 


FTC Complaint 
Claims Doeskin 
Copy Misleads 


WASHINGTON, Aug. 17—The Fed- 
eral Trade Commission today is- 
sued a complaint charging Doe- 
skin Products Inc., New York, 
with misrepresenting its Sanapak 
sanitary napkins and violating the 
Federal Trade Act. 

The FTC said: “Doeskin adver- 
tisements have represented that a 
scientific independent test made 
by Consumers Union proved Sana- 
pak to be the safest and most ab- 
sorbent sanitary napkin. 

“These advertisements have in- 
cluded pictures of a testing ap- 
paratus, bacteriological culture 
tubes and a microscope... with 
the accompanying text describing 
the equipment as the type used in 
the Consumers Union test,” said 
the FTC in referring to its com- 
plaint. 


s Characterizing these representa- 
tions as false and misleading, the 
complaint alleges that the Con- 
sumers Union test “does not show 
Sanapak to be either the safest or 
most absorbent of all sanitary nap- 
kins.” It adds that the apparatus 
depicted is not of the type used by 
Consumers Union in its test and 
that the culture tubes and micro- 
scope were not used in the test. 

The complaint further charges 
that the advertised product “is not 
the same product as that which 
was tested by Consumers Union, is 
inferior to it in absorbency and is 
also inferior in that respect to 
many other sanitary napkins.” 

Another charge in the complaint 
is to the effect that Doeskin ad- 
vertisements have represented San- 
apak as endorsed by “Joan Ellis, 
famous New York stylist.” Actual- 
ly, says the complaint, Joan Ellis 
is “nonexistent” and the accom- 
panying photograph purportedly 
depicting her “is of a person un- 
known to respondent.” 

Doeskin Products has 20 days 
to answer the complaint, and the 
first hearing is scheduled for Oct. 
5, before Trial Examiner William 
L. Pack in New York. 

The FTC action was suggested 
in March, when Consumers Union 
cautioned readers of “Consumer 
Reports” to join the organization’s 
stand against mention of its test 
results in Doeskin Products ads. 

Consumers Union said at the 
time that it would proceed against 
Doeskin via the FTC and would 
also charge infringement of its 
copyright and misrepresentation in 
a separate court action. 


Goebel Appoints Graham 
Advertising Manager 


Arnold C. Graham, formerly 
associate director of advertising 
and public relations of Liebmann 
Breweries, Brooklyn, has been ap- 
pointed advertis- 
ing manager of 
Goebel Brewing 
Co., Detroit. He 
succeeds Barnum 
Coolidge, who 
has been named 
assistant to Vice- 
President Fritz 
C. Hyde Jr., in 
charge of the 
company’s West 
Coast breweries. 

Before joining 
Liebmannin 
1948, Mr. Graham was superin- 
tendent of industrial relations in 
Peru for Standard Oil Co. (N.J.). 


Arnold Graham 


Ford to Harcourt, Brace 


Anne Ford, publicity and public 
relations director of Little, Brown 
& Co., Boston publishing concern, 
for more than 12 years, has re- 
signed to become associate editor 
in charge of public relations of 
Harcourt, Brace & Co., New York, 
book publisher. 


REDESIGNED—Oshkosh Brewing Co., 84- 

year-old Wisconsin brewer, has had its 

Chief Oshkosh label modernized (left) 

with an arrowhead design incorporating 

an authentically dressed Menominee 

chieftain trademark. Dickens Inc., Chi- 
cago, designed the label. 


Amino Products Sets 
First National Ad 


Drive for Ac’cent 


Cuicaco, Aug. 16—Amino prod- 
ucts division, International Miner- 
als & Chemical Corp., will start a 
national advertising campaign next 
month for Ac’cent, food flavor in- 
tensifier (AA, May 8). 

The campaign is scheduled to 
coincide with Ac’cent’s expand- 
ing its distribution into 17 major 
markets in the Midwest, East and 
Canada. Full-page, two-color ads 
playing up the theme of using Ac’- 
cent as the “third shaker,” with 
salt and pepper, will appear in 
Life, Newsweek, The Saturday 
Evening Post, Time and United 
States News. 

Ads currently running in Gour- 
met, The New Yorker and Sunset 
will be continued and plans for the 
first of the year call for a continu- 
ing schedule of national magazine 
advertising. 

Newspaper advertising will con- 
sist of a series of 800, 200 and 80- 
line ads, to alternate in leading 
newspapers in major cities once a 
week from September through 
December. 

The “third shaker” theme will 
be pointed up by selling the prod- 
uct in an attractive four-ounce 
glass shaker, and one and two- 
ounce cannisters with shaker tops, 
to promote use of Ac’cent with salt 
and pepper. 


a Initial ads also will tell the 
story behind the development of 
Ac’cent. Scientifically called a 
“monosodium glutamate” product, 
Ac’cent originally was used to 
bring out the natural flavors of 
meat. However, excellent re- 
sults have been achieved when it 
is used with fish, fowl and vegeta- 
bles, according to Amino offi- 
cials. 

To emphasize Ac’cent’s effect on 
other food sales, trade publica- 
tions will be used to show grocers 
that Ac’cent dollars are new dol- 
lars, since the product is non- 
competitive and has demonstrat- 
ed its ability to stimulate sales of 
foods with which it is used. 

According to Donald Swanson, 
advertising manager of Amino 
products division, the company has 
been receiving 1,000 to 1,200 let- 
ters a month from consumers ask- 
ing where the new product can be 
bought, or testifying to its varied 
uses. 

Ranked as a high profit item 
with excellent display possibilities, 
Ac’cent’s now testing to deter- 
mine the most effective point of 
sale materials. More than 25,000 
letters from consumers within the 
past two years indicate high con- 
sumer interest, and the company 
feels that store merchandising is 
particularly important. 

Batten, Barton, Durstine & Os- 
orn here is the agency. 
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Remington Rand 
Will Make CBS 
Color TV Sets 


New York, Aug. 16—Remington 
Rand Inc. and the Columbia 
Broadcasting System today signed 
a cooperative agreement which is 
expected to result in color televi- 
sion for industrial, business, hospi- 
tal, government and military use. 
The agreement does not, at the 
moment, cover color broadcasting 
to the public. 

Terms of the agreement call for 
CBS to provide designs of the 
equipment and to perform testing 
functions. Remington Rand will 
manufacture, sell and install the 
color TV equipment. 

The new equipment, expected 
to be ready for delivery in the fall, 
will be marketed under the name 
of Vericolor and will comprise a 
simple, compact, lightweight, sin- 
gle-operator color camera, a con- 
trol unit with its own color moni- 
tor and as many additional color 
monitors as may be required. 


s The equipment will not be used 
for color televising to the public 
because the FCC has not yet 
reached a decision in the color 
television case. However, it can be 
used for such a purpose in the 
event commercial standards for 
the CBS color system are author- 
ized. The equipment is designed to 
operate on the standards recom- 
mended to the FCC by CBS. 

Vericolor is expected to be used 
in such commercial applications 
as city-to-city transmission of ad- 
vertising layouts, style showings, 
designs and other diplays, as well 
as sales presentations and confer- 
ences, Initially, the most common 
use of Vericolor is expected to be 
for teaching surgical and medical 
procedures and for use in danger- 
ous industrial processes including 
atomic production and research. 

The Vericolor camera occupies 
one-half a cubic foot of space and 
is one-fifth the size of the cameras 
usually used in b&w television. 
The camera weighs 32 pounds, 
less than half the weight of stand- 
ard b&w cameras. Only one man 
is required for the new camera’s 
operation. 


a Color pictures originated by 
Vericolor can be transmitted over 
inter-city relay facilities of the 
telephone company as circuits be- 
come available. By fall, it will be 
possible to originate a color pic- 
ture in New York, for example, 
and have it appear in full color in 
all major markets in the East, 
Southeast and Midwest, as far 
west as Kansas City. Expectations 
are that the West Coast will be 
reached by the end of next year. 

“The comparative simplicity of 
the CBS system and the high qual- 
ity of the pictures it produces in- 
dicate to us,” said James H. Rand, 
chairman and president of Rem- 
ington Rand, “that we can meet 
the existing demand with com- 
mercially practicable equipment.” 
He said “a constantly expanded 
demand can be expected as in- 
dustry and business awaken to the 
potentialities of this dramatic new 
tool for instruction, observation 
and communication.” 


Offers Retail Ad Course 


Ralph Heineman Inc., Chicago, 
advertising and retail mat serv- 
ice, this fall will launch the Chi- 
cago Advertising Workshop, a 
series of 12 clinic discussions on 
retail advertising. The course will 
be taught by Budd Gore, adver- 
tising manager of Marshall Field 
& Co. The first class will meet 
Oct. 5 at 6:30 p.m. on the 12th 
floor at 32 W. Randolph St. The 
charge for the course will be $50. 
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Hopes to End Duties on Books 


United Nations Educational, 
Scientific and Cultural Organiza- 
tion is seeking to abolish duties 
on books, newspapers, magazines, 
manuscripts, music scores, maps, 
charts and travel literature. 
Unesco is circulating the plan to 
all its member states and to mem- 
bers of the United Nations. It will 
be open for signature at Lake Suc- 
cess, N. Y., shortly, and will come 
into force following ratification by 
ten countries. 


Willys-Overland Ups Smith 


William H. Smith, former assist- 
ant car distribution manager, has 
been appointed manager of a re- 
organized sales training depart- 
ment for Willys-Overland Motors 
Inc., Toledo. He will be responsible 
for the company’s over-all sales 
training program and particular- 
ly in the analysis and develop- 
ment of retail sales staffs. R. L. 
Underwood, with Willys in var- 
ious sales capacities since 1919, 
succeeds Mr. Smith. 


MATRIX COMPANY 


- S17 SOUTH JEFFERSON STREET, CHICAGO 7; KLLINGIS 


Bargain Hunters Find 
Ways to Buy for Less 


(Continued from Page 48) 
doesn’t always apply when the 
purchase is a major one and the 
discount is substantial. 


a “I learned that, within this 
small sample, I could buy just 
about anything except a house 
and lot at a discount.” (Mr. Seitz 
did not know at the time that a 
respondent in another city did buy 
a house and lot at a “discount.’’) 

Said Allen Sommers in Phila- 
delphia: “It couldn’t have been 
a coincidence that the 12 people 
I queried go out of their way 
to ‘save’ money by purchasing al- 
most anything under the sun either 
at cost, ‘wholesale,’ or a substan- 
tial discount. But they do. And, ap- 
parently, so do I, even though I 
didn’t realize it before. 


= “I am beginning to wonder just 
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onday Night 
at my house is reserved 
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what percentage of Philadelphia’s 
population buys at straight retail, 
because those I spoke to went to 
considerable trouble to go to a 
friend or a cousin or a sister-in- 
law in order to purchase a suit of 
clothes, a handbag, a razor, a 
refrigerator, furniture, etc., at 20% 
off or less. 

“The strange part of this,” Mr. 
Sommers continued, “is that men 
and women both go to extreme 
trouble to buy something at 
‘wholesale,’ and at the same time 
admit that they know such buy- 
ing will mean they have no re- 
course in case of trouble. 

“Several respondents apparently 
learned that much of this sup- 
posed ‘wholesale’ buying was a 
complete fake. One woman dis- 
covered that her purchases of 
clothing at a ‘wholesale price’ 
proved to be more expensive than 
similar items in a downtown store. 

“And yet, almost everyone I 
spoke to said if they thought they 
would be saving money, they 
would continue to seek out dis- 
counts via the wholesale or manu- 
facturer’s routes.” 


ws “I find a surprising (to me) 
amount of buy-at-wholesale,” El- 
liott Marple reported from Seattle. 
Here are a couple of especially in- 
teresting examples: 

“A compositor at a big printing 
plant here was moaning about the 
cost of furniture for his new house. 
His boss said he knew somebody 
who could help him out. As a 
result, the compositor went to 
designated uptown shops and 
bought a washing machine, a 
dryer, range and refrigerator at a 
net saving of $400, and a rug at a 
saving of $250. 

“One lad from Boeing said that 
of four others in his car pool, all 
building their own houses, all 
walk into any store and ask for 
paint and building materials at 
contractors’ prices and get it. He 
observed that in his residential 
area, near Boeing, all you have to 
do is to walk into a dealer’s store 
and say, ‘I work at Boeing,’ and he 
will knock the price down 20%, 
knowing that if he doesn’t you 
can buy through the Boeing em- 
ployes’ buyers club that cheap.” 


= In addition to the attraction of 
“getting something for less,” AA’s 
spot. check turned up a number of 
persons who have examined the 
advantages and disadvantages of 
discount buying and developed a 
sort of “philosophy” regarding the 
practice. 

‘In Washington, for example, a 
respected newspaper correspond- 
ent told AA: “From now on, I’m 
going to buy wholesale every 
chance I get. My reason for this 
decision is not only to save money 
but also to get the model, types, 
size or color of the article I want. 

“T have always been disposed to 
recognize the importance of the 
retailer’s function. Ideally, retail- 
ers are the purchasing agents for 
their community. When they per- 
form that responsibility satisfac- 
torily, they have earned their 
mark-up. 


w “I don’t charge that all retail- 
ers are failing to live up to their 
calling. My personal experience is 
not sufficiently broad to warrant 
such a sweeping generalization. All 
I can say or wish to say is that, 
so far as I’m concerned, several 
retailers with whom I’ve done 
business since the war have not 
performed an essential service. 
“During the war,” the Washing- 
ton writer continued, “I didn’t ex- 
pect much consideration for my 
wants. Most of them had to be 
deferred anyhow. But I hoped that 
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after the war my stock as a 
tomer would go up. I think it has 
to some extent. 

“More often than is agreeable 
to me, however, I have found that 
the retailer apparently does not 
value the business I have brought 
to his store as highly as I do ang 
that my satisfaction does not war. 
rant any particular effort on his 
part. I have the acute impression 
that selling has become so easy that 
servicing the individual customer 
and cherishing one customer’s goog 
will are of small importance.” 


@ The newspaper man cited 4 
number of examples of purchases 
he eventually had made from 
wholesalers because the retailers 
were out of stock, because they 
tried to sell him someting “just ag 
good,” or because the retailers did 
not stand behind the products 
when service was required. 

“I have read pieces from time 
to time,” he said, “on the short- 
sightedness of ‘buying wholesale’ 
and hinting pretty bluntly that it 
is a nefarious practice from which 
respectable folks should refrain. 

“But I regard a consumer as a 
free agent who may buy anywhere 
he believes it to be to his ad- 
vantage. His is not the responsibili- 
ty for enforcing the ethics of the 
distribution system. If retailers 
can’t keep wholesalers in line, that 
is their headache. 

“If, perchance, a revolution is 
working itself out in present meth- 
ods of distribution, the fundamen- 
tal cause, in my opinion, is widen- 
ing dissatisfaction with retailers’ 
performance... 


a “I am sympathetically aware,” 
he concluded, “that retailers have 
stubborn cost and personnel prob- 
lems. There may be various re- 
tail services that are dispensable, 
but in the long run a retailer can't 
get along without respecting the 
personal preferences of his cus- 
tomers and sincerely striving to 
fill their needs. This means treat- 
ing them as individual buying 
units, not as atoms of conglomerate 
mass purchasing power.” 

In Los Angeles, one of the re- 
spondents told Phil Seitz that he 
had given the subject of discount 
buying a great deal of thought 
and defended his purchases with 
the comment that they are a re- 
flection of ‘“‘the reluctance of peo- 
ple to pay for things they can't 
use, such as high rental locations, 
glittering fixtures and poor serv- 
ice.” 

He said that he believed the 
widespread practice of buying out- 
side of normal retail channels 
pressages a radical change in 
methods of hard goods retailing. 


s He predicted that the “store of 
the future” will have a minimum 
of overhead and a maximum of 
volume, so that it can keep prices 
low by buying and selling in vol- 
ume. The large amount of big 
ticket appliance buying at a dis- 
count is an important factor in his 
forecast that such outlets eventual- 
ly will drastically reduce the num- 
ber of sales people. “People will 
serve themselves,” he said, because 
they like the idea and partly be- 
cause they are accustomed to self- 
service in supermarket. 

AA’s survey turned up a num- 
ber of respondents who had very 
definite prejudices against discount 
deals. A motion picture promotion 
man in Los Angeles said that all 
his friends buy items at a discount 
but that he doesn’t believe it is 
morally right. 

He declared that every man is 
entitled to a fair profit, and “I 
wouldn’t want anyone to try and 
get my personal services at a dis- 
count.” 


a A letter shop owner told AA 
that he doesn’t ask for discounts 
because he would leave himself 
open to similar requests if he did. 


This argument, incidentally, was 
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cum of ‘he most common reasons, WHAT 132 CONSUMERS the items throught retailers. Sof . 
CMe] oe ing ‘wholesale’ deals. | BOUGHT ‘WHOLESALE’ . Pre-Caravan Publicity Ups Hadacol Sales: 

Other typical comments includ-| Respondents in 11 cities told|® Surprisingly few of the respond-| $1,000,000 Per Month Ad Budget Planned 
eable } ed these: AA that they had bought the fol-| ©"tS (less than a dozen in all) 
i that A wholesale jewelry distributor: | |4wing items at some kind of dis-| Sid that they had had discount; Larayerre, La., Aug. 17—Le-) cover the caravan. A large van 
$ not | “I don’: like to buy at a discount! .o.nt The figures refer to the buying experiences sufficiently| Blanc Corp.’s $250,000 good-will) truck has been equipped for de- 
ought because you don’t get a full choice eames of uaiuens tie toute an unpleasant to discourage them| tour of the South to promote sales veloping 150 pictures each night, 
> and and are limited in the selection of article in that classification. Many from seeking any future bargains,| of Hadacol mineral and vitamin | and newsrooms will be set up in 
war- | the standard you want.” of these made more than one pur-| The main sources of dissatisfaction formula (AA, July 17) is sched-| hotels in show cities. Special 
n his A luggage manufacturer’s rep- chase involved the difficulty in obtain- | led to start its 15-state swing here| arrangements are being made to 
sssion | resentative: “I’m in the wholesale | gma) appliances .........-.----0--++- 37| ing adjustments or service and the| Monday. — have local newspaper and adver- 
y that | business and I know what goes on. | “Big ticket” appliances (ranges, reluctance to complain to friends| Interest in the caravan has ex-| tising people join the tour as 
tomer | I can get things just as cheap and wo — duernyapngee BNP easbs9e0 = who made arrangements for the ceeded the company’s fondest ex-} guests of Sen. LeBlanc two or 
} good | have more selection if I buy from | Home furnishings... 0.0.0.0... 0.000000 25| purchase. pectations, according to State Sen-| three days before the tour reaches 
, a mail order house. Also, if I —_ oe = As a general rule, persons who| ator Dudley J. LeBlanc, president. | their cities. 
want to take it back, there is no| Men's wear ..........-.-.-...-....... 23| bought articles through friends| Direct sales of almost $1,500,000 : : 
ed a guilty feeling.” Auto tires, parts, accessories 21| or relatives in the wholesale busi-| Worth of Hadaco] have been made} ® Advance units are arranging for 
hases A manager of a men’s wear ness, received the largest discounts. | in connection with it, he said, and| hundreds of 24-sheet posters and 
from | store: “I have a lot of friends| Silver One man, for example, persuaded | the major problem now is delivery.| some 150,000 smaller posters to 
aile l Building materials : : .| Backlog orders total about $1,000,-| be put up in the various show 
ts | I do favors for. As long as I Cam] automobiles .............-----..------ an architect friend to draw a com — } a J 

they | save money, why not?” Tools, hardware, plete set of house plans gratis. | 900, despite rapidly increasing pro-| cities, while 50 salesmen have 
ust as Sonne + alata Those who bought items directly | duction. been detailed to canvass 31,000 
rs did 1 gs A garage proprietor: “Every-| Luggage ..................0000005 from wholesalers apparently work-| In addition to its regular adver-| retail outlets along the caravan’s 
ducts | body is getting himself a business so toiletries s|@d out better deals, generally,| tising—currently running at the route. ‘ 

letterhead, or taking on some lit-| Gasoline, oll 2.2..02022222.222222200). 8] than persons who bought items| Tate of $500,000 a month, with} Sen. LeBlanc acts as his own 
time | tle part-time agency and then us- Rinses Peek abc pes vuseesekies tos H through “buying clubs” of various| Plans under way to increase it to advertising manager, conceiving 
short- ing it to buy consumer items a ay ll sacseerccaperesssrees 4| kinds. $1,000,000 a month by November and directing all promotions, Hed- 
esale | wholesale from some distributor.” | Garden equipment ‘ —LeBlanc is conducting additional | rick & Towner, Houston, is mer- 
hat it | He added: “But very few people| feat 2202, 4] = Discounts obtained from retail-| Promotions to publicize the good-| chandising counsel for Hadacol 
which | 1 talked to were absolutely sure | Fountain pens ..........-....00eseeeees ; ers varied most of all. A men’s| Will caravan. and is placing all tour advertising. 
in. that the prices given them were | $2py ruses, play pens ..-----------00+5 2| wear retailer was persuaded by : . 

as a | actually ‘special.’ They do not, in 2| one customer to cut the price of| ® One such promotion consists of | Acquires Funkhouser Agency 
vhere | most cases, know the factory-sug- Soap pow : a tie by 10%, and an appliance| 4 tie-in with the Ford Motor Co. Byrde, Richard & Pound, New 
; ad- | gested price.” 2| retailer in another city volunteered All Hadacol trucks used on the| York, will acquire the accounts 
sibili- A Better Business Bureau staff : to sell a $235 TV set for $88. caravan will be Fords, while Mer-| and office of Justin Funkhouser 
f the | member: “The ‘discount’ business 2| While there are no set rules| CUry and a cars —. = uae Advertising, effective Sept. 1. 
ailers | is rapidly getting to be a racket. 2| for buying at a discount, respond-|t® transport personnel. J. Walter 
, that | The ‘discount boys’ are trying to mt eon ¢. * saltowtens = ents in various cities suggested| Thompson Co. will place 1,000-| [Fry rv + * vvvvvvvyeryyvry 

et ito industrial plants, asking |e et, Uae Qe the following pointers ine ads for Ford in key carve | ATTENTIONS | 
on is | permission to set up TV sets as! tar by buying tickets outside the country), text-| 1. Know exactly what you want, | Cities. ; . : MAIL ORDER AGENCIES } 
neth- | demonstrators, or to sell jewelry at | books, truck, coal, high chair, brushes, perfume, | including model and size designa-| A special 30-minute television | f b 
, antiques, dishes, pretzels, automatic pencil, rubber - : P MAIL ORDER BUSINESSES 
men- | the main gate. Everybody is 100K~| swimming pool, records, umbrellas, toy electric| tions, if possible. sh ow will be presented over sta-|)p e ; 
iden- ing for discounts—and thousands | train, imported vase, sewing machine. 2. Approach friends, or relatives tion WDSU-TV, New Orleans, and ‘ SIMPLIFIED C.O.D. SYSTEM 4 
‘ilers’ | are getting them. We only hear of first. will be filmed for showing in|} FORMS THAT SAVE TIME, 
the few hundreds that turn sour.”| fenders.” AA representatives com-| 3. Know the regular retail price| Other cities. Radio shows, super-||f LABOR AND MONEY p 
piled case histories of buying from | of the item sought. vised by announcers who are On|} 110, use by Leading Operations | 
are,” | @ There were indications, in mid- | artists, credit men, mechanics,| 4. Be certain that the “discount” | Vacation from 50,000-watt stations, ||P ¢4m Coast-to-Coast. , 
have | western cities especially, that there| teachers, postal workers, secre-| is the actual percentage claimed. will be placed on tape for playing 2 ] 
orob- are large numbers of persons who| taries, lawyers, students, account- 5. Buy when inventories are before show time in tour cities. | Write, Wire or ‘Phone for Samples 
; ree | don’t “know somebody who knows| ants, bankers and a librarian and a| largest or in the off-season. Five working newspapermen||t ond Full Details. } 
able, § somebody who can get it for you| highway engineer. and = equal ce <0 ... oe ee a ee rd 
wholesale.” . “7s graphers, on vacation from their ‘as ve., St. Lovis 3, Me. 
“a As might be expected, an im-| m= Whether the bargain hunters Managerial Ability | regutar jobs, have been hired to! hesannnna ta easnnnmmns 
portant amount of discount buy-| actually saved as much money as 
aa ing is done by — sales| they believed they had saved is Important Today “4 
t- agents, promotion men, advertising | questionable. Frequently, the con- A M ’ 
vind agency personnel, manufacturers,| sumers took the word of discount Says A’s Appley 
erate purchasing agents and others with| salesman or source of supply re- New Yorxk, Aug. 17—Pointing 
occupations which bring them in| garding the “25% off” or “35% | out that the Korean war has pre- 
» re- | contact with the people who can| reduction.” And, in some cases,| sented management with an un- 
it he get consumer goods at a discount.| when AA calculated the difference} precedented operating problem, 
‘ount Frequently those persons who| between the two prices, it was| because under partial mobilization 
yught | #dmitted that they did the greatest | considerably less that the per cent| “management cannot rely on gov- 

with amount of discount buying re-| mentioned by the buyer. ernment for full instructions as 
1 re- ciprocated for favors by supply-| On expensive merchandise, how-| under total mobilization,” Law- 
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can't §— at a discount. the purchasers paid considerably | American Management Assn., in 
ions, But no set of occupational groups} less for the articles than they|the organization’s annual report 
serv- §| can be singled out as “greatest of-| would have paid had they bought | issued today, declared that the na- 

tion’s physical resources and man- 

the power aré not enough in them- 
out- selves to meet all challenges, and 
anels that “we are more than ever de- 
>» in pendent on our managerial com- 
ng. petence—our skill in making the 

most of what we have.” 

re of 
num es Whether we face “an overt clash 
aa of arms, a period of armed inter- 
vices national jostling, or the never- 
vole ending task of constructing a bet- 

big ter economic society, the chal- 

dis- ; ] ee lenge to managerial competence 
1 his : will be enormous. In any case, the 
‘ual- me already know why one of ise: p20 erage ge bY mp = 

f . . application of improved technology 
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ount : 3 to exchange experiences, initiated 
tien impact of quality. seven research studies into man- 

t all agement practice, published more 
ount “lf you haven't received your than 4,000 pages on management 
it is fthe E ilo st f procedure and responded to more 

ey oe ae ee than 6,500 requests for informa- pn ‘ 

in is —»=_- growth—send for a free copy tion. This material was made| Yes, here is buying power that will do a 
| today! available to AMA’s 12,200 or- sales job for you when you invest in WBNS 

and ganization and individual mem-_| time because this station is the favorite in 

dis- bers and to management at large. | radio with 187,980 central Ohio families . . 

XCELLO Press INC. Results are what you want and results are 
LITHOGRAPHERS + PRINTERS Lipton Names Nickel what you get . . . This has been proved again 
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Los Angeles Rams, 
Admiral and KNBH 
Sign New-Type Pact 


Los ANGELEs, Aug. 18—Ad- 
miral Corp., Station KNBH and 
the Los Angeles Rams this week 
negotiated a $656,900 contract for 
television, with a “guaranteed 
gate” clause which may well set a 
pattern for the industry. 

The agreement guarantees the 
Rams seasonal gate receipts of 
$575,000; the difference between 
this and the total figure goes for 
station charges and visiting team 
rights. Some $151,000 of this guar- 
antee is the responsibility of Ad- 
miral; the remainder, of the sta- 
tion. 

The Rams, on the other hand, 
guarantee the sponsor and KNBH 
that the total gate will not fall be- 
low $273,000. A sliding scale of 
payments, pegged on gate receipts, 
makes it possible for Admiral and 
the station to present the games at 
little or no financial outlay— 
should the attendance reach the 
$575,000 figure. 

Last year, the Rams drew a 
total of $371,000 for six home 
games. 

Sponsorship of 15 games—nine 
live at home and six away from 
home on film—are included in the 
contract. 


Grossman Advertising Moves 


Richard L. Grossman Advertis- 
ing, Canton, O., has moved to new 
offices at 526 4th., N. W. 


Lad | MEWS 
TIME SAVER 
(OR PASTE UP 


Tats 
SS RUBDER 
SION MICHIGAN AVE 
COMPLETE LINE OF ARTISTS MATERIALS 


CHICAGO 1.1L. DEPTA 


Five-Year Contract 
Signed by Scheidt 
with WFIL,WFIL-TV 


NorRISTOWN, Pa., Aug. 16— 
Adam Scheidt Brewing Co., pro- 
ducer of Valley Forge beer and 
Ramshead ale, has signed a five- 
year radio-television contract with 
Stations WFIL and WFIL-TV 
Philadelphia, in what is believed 
to be the largest account ever 
placed by a Philadelphia adver- 
tiser with one station. 

The contract represents more 
than $500,000 in billings. It was 
placed through Ward, Wheelock 
Co., Philadelphia, recently ap- 
pointed by Scheidt. 


ws The pact calls for yearly re- 
newal options at the, then prevail- 
ing, rates on both radio and tele- 
vision. It becomes effective Mon- 
day, Sept. 11. 

The Scheidt agreement covers a 
one-hour show, Monday through 
Saturday on WFIL, to be conduct- 
ed by Disc Jockey Bob Horn. On 
television the company will spon- 
sor a 15-minute sports program 
every weekday with George Walsh. 

The radio and television shows 
are designed especially for Scheidt 
to attract a wide and varied audi- 
ence. Both Scheidt and the sta- 
tions will surround the new pro- 
grams with continuous promotion 
efforts directed towards dealers, 
and distributors as well as the gen- 
eral public. 

This contract is believed to be 
the first step by Scheidt in an ex- 
pansion of both its distribution and 
advertising on a regional and then 
on a national basis. The extent of 
national advertising is still under 
wraps here, but it will be the first 
time the company has ever con- 
sidered a coordinated national 
program. 
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In the produce business, the 


weekly newspaper of 
the giant Fresh Fruit 

and Vegetable Industry 
: since 1893, > 


1950 


y 


Owners do the actual buying. And they buy plenty—harvest- 
ing and packing equipment, containers, packaging supplies, 
transportation, rapid communication, cars, trucks ... Do they know 
about your products? You can tell your story to the entire industry 
through Tue Packer. These Owners—commercial growers, shippers, 
brokers, receivers—read Tue Packer, have read it an average of 16 
years. That is because THe PAcKER maintains a 57 man reporting staff 
in 47 produce centers to give them the vital market news they need 


-eadershiv can be turned into more sales for you. 


ees sent on request. 


— to operate in this fast moving business. This thorough 
<A\ = all the facts. Your PACKER Media File will be 


-THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 6 MISSOURI 
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—— > 
HILLS $3 BROS 
CORFE 


FRIENDLY—This is one of the ads in a 

newspaper campaign that Hill Bros. Cof- 

fee Co. is launching next month in its 
sales territory. (Story on Page 23.) 


Retail Sales Volume 
Greater in Suburbs, 
According to Census 


WASHINGTON, Aug. 18—A Cen- 
sus Bureau tabulation released 
here today reveals that, although 
he nation’s 12 largest cities and 
their surrounding metropolitan 
areas got a smaller share of na- 
tional retail sales volume in 1948 
than in 1939, the suburban areas 
in this same metropolitan group 
increased their share of retail sales 
volume. 

While the 12 metropolitan areas, 
including the central cities, scored 
proportional gains in population— 
from 27% of the national total 
in 1940 to 28% in 1950—these same 
markets accounted for only 32% 
of the nation’s total retail trade in 
1948, compared wih 35% in 1939. 
In the 12 cities population de- 
creased from 16% of the national 
total to 15%, and retail sales 
slipped from 24% to 20%. 


ws In the suburban areas outside 
these same cities, however, both 
population and retail sales volume 
increased. Population rose from 
11% of the U. S. total in 1940 to 
13% in 1950, while retail sales 
improved from 11% in 1939 to 
12% in 1948. 

Population figures for the na- 
tion’s 12 largest cities and their 
surrounding metropolitan areas 
were released by the Census Bu- 
reau three weeks ago (AA, July 
aE}, 


CENSUS GIVES DATA 
ON 39 METRO AREAS 


WASHINGTON, Aug. 16—The Bu- 
reau of the Census this week re- 
eased a handful of preliminary 
Census of Population data on met- 
ropolitan areas and their central 
cities. 

Included were the following: 


1950 1940 
HARRISBURG, PA. 

OE, veers nantes 89,901 89,893 
Metropolitan area ...... .206 252,216 
ALLENTOWN-BETHLEHEM-EASTON 

Central cities 
(3 combined) ........ 206,673 188,983 
Metropolitan area ....... ,908 396,673 
RIE, PA 
ET EY occ dda cane 30,125 116,955 
Metropolitan area ...... 407 180,889 
ALTOONA, PA. 

EE ini c0me oh69-490 ' 80,214 
Metropolitan area ...... i 140,358 
JOHNSTOWN, PA. 

CTD ob ceccnceyse 62,723 66,668 
Metropolitan area... «©... 290,181 298,506 
HUNTINGTON, W. VA. 
ff epee 86,1 78,836 
Metropolitan area ...... 5,631 225,668 
CHARLESTON, W. VA. 
Te oy s05.04500 2,818 67,914 
Metropolitan area ..... a Fea i 276,247 
| rrr 576,506 575,901 
Metropolitan area ....... 1,081,695 487 
LA TER, PA. 

Contral city .....scccce 63,60 61,345 
Metropolitan area ....... 234,137 212,504 


Murine Signs for Newscasts 


Murine Co., Chicago, has signed 
to sponsor two newscasts weekly 
of “Sam Hayes News,” on the full 
Don Lee network of 45 stations 
and three Don Lee Arizona affili- 
ates, plus 27 stations of the Mutual 
inter-mountain group. The pro- 
gram will be aired Tuesdays, 4: 45- 
5 p. m., and Saturdays, 5:45-6 p. m. 
Batten, Barton, Durstine & Osborn, 
Chicago, is the agency for Murine. 
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too! 


A pox on prognosticators! 


them the real low-down. 


will have no future. 


Ten (econal Commandments for Salesmen 


1. Don’t pose as a military authority; after all, Gabriel 
Heatter has to make a living! 


2. Don’t be a rumor reporter. If you’ve got to spin yarns— 
tell the old reliable about the farmer’s daughter! 


3. Don’t teach your trade the gentle art of beating the “al- 
lotment racket.” It isn’t a racket; it’s a crucial necessity. 
Moreover, your home office knows all about the “quota 
cuties.” If you’re not on allotment, don’t urge your trade 
to “buy-buy-buy.” That hurts everybody in the end—you 


4. Don’t make prophecies. Prophecies are simply guesses. 
Your guesses probably won’t be even “educated” guesses. 


5. Don’t become the “silent” type. Leave that to the movie 
heroes.The salesman who goes underground because ”I’m 
afraid to show my face” will surely be ground under in 
the next competitive race. If your trip is cancelled, you can 
still telephone. If you can’t phone—you can still write. And 
if Sybilant Sylvia won’t take your dictation—go back to 
handwriting. It’s more personal, anyhow! 


6. Don’t take the position that “my job is to write up or- 
ders; let the home office worry about delivery.” Your 
trade holds you responsible for delivery—unless you give 


7. Don’t try to convince the trade that you’re a helluva nice 
guy— it’s those fellows in the home office who are s. 0. b. s. 
It might not be entirely true! Moreover, your job is to act 
as buffer for the home office—not vice versa. 


8. Don’t give the impression of being in a hurry. Your ac- 
counts are worried. They have plenty to worry about. A 
little sympathetic understanding can go a long way! 


9. Don’t “save” home office bulletins and memos for read- 
ing “later.” Things are happening fast these days. Keep 
your lines of communication open! 

10. Don’t conclude that the second half of 1950 will be like 
the second half of 1940 or 1941. History doesn’t always re- 
peat—and, when it does, history usually repeats with varia- 
tions. The salesman who judges the present by the past 


—From “Grey Matter,” published by 
Grey Advertising Agency, New York 


Magazine Men Honor 
Oneida’s Col. Noyes 


New York, Aug. 17—“The 
American magazine is one of the 
great institutions of this country” 
and “until we get another medium 
which can show our product as 
you do, we’ll stick to magazines,” 
said Pierrepont B. Noyes, recently 
retired head of Oneida Ltd., last 
week. 

The 80-year-old industrialist 
was guest at a testimonial luncheon 
attended by nearly 100 magazine 
advertising directors and publish- 
ers. A committee headed by Harry 
C. Dunlap, publisher of Cosmo- 
politan, arranged the luncheon. 

He paid graceful tribute to the 
cooperation of his advertising de- 
partment and his agencies (J. Wal- 
ter Thompson Co. and Batten, Bar- 
ton, Durstine & Osborn), saying 
they had “done marvelous work.” 

Col. Noyes recalled how, in 1902, 
he obtained from his board of di- 
rectors an initial $5,000 for adver- 
tising. In 1904, conscious that “we 
made the worst silverware in the 
world,” he began to upgrade the 
line and asked for an advertising 
appropriation of $30,000. 

A bewildered and suspicious di- 
rector cornered him later, and Col. 
Noyes allayed his misgivings some- 
what by telling him that the ad- 
vertising budget would, after all, 
be only a percentage of sales. 

“Tell me,” the director said, 
“how long will we have to adver- 
tise?” “Forever,” said Col. Noyes 
cheerfully, “and more and more 
and more. But it will always be a 
percentage of sales.” 

The magazine publishers pre- 
sented the Colonel with a testi- 
monial plaque. 


Hospital Appoints Atchison 


David J. Atchison, formerly as- 
sistant editor of Journal of the 
American Dental Association, has 
been appointed director of public 
relations for Wesley Memorial 
Hospital, ‘Chicago. He also had 
been assistant director of public 
relations for the American Medical 
Assn., and night press manager for 
NBC, Chicago. 


John Herbert Named 
to Assist NBC President 

John K. Herbert, vice-president 
and general advertising manager 
of Hearst Magazines Inc. for the 
past three years, 
has resigned to 
become assistant 
to Joseph Mc- 
Connell, _ presi- 
dent of National 
Broadcasting Co. 
He will assume 
his duties with 
the network on 


. Herbert 
joined Hearst 
in 1938 as New 
England adver- 
tising manager of Good House- 
keeping; previously he was asso- 
ciated with Esquire for several 
years. There was no indication as 
to just what phase of the NBC 
operation the new executive will 
concentrate on, but it was expect- 
ed that the network will make full 
use of his background in sales. 
Hearst Magazines said no _ suc- 
cessor to Mr. Herbert is contem- 
plated at this time. 


John Herbert 


WANT TO SELL 
THE RURALSOUTH? 


GRIER’S 


ALMANAC 


Second, 
ONLY TO THE BIBLE 


e@ IN CIRCULATION. Over 1,600,000 
Guaranteed and Audited. 


@ IN PRESTIGE. Published Since 1807. 
Stays in the home 365 days in the 
year. Sells the year ‘round. 

1951 Issue closes October 16th. 
Write for Rates and Full Details 


GRIER’S ALMANAC 
PUBLISHING COMPANY 
‘ATLANTA, GEORGIA 
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Views Differ on 
Status of Co-op 
Appliance Ads 


New YorK, Aug. 18—There was 
probably no business in the coun- 
try last week with as much mis- 
ynderstanding and rumor as the 
appliance industry, particularly 
with regard to cooperative adver- 
tising. 

In the first place, appliances 
which had developed a soft mar- 
ket during the first half of the 
year were selling like hotcakes, 
and most manufacturers had be- 
gun to allocate. Signs of black 
marketing already had appeared, 
and Westinghouse sent to its dis- 
tributors a stiff letter, warning 
them to check apartment house 
and builder sales. G. H. Meilinger, 
manager of the household re- 
frigeration department, said build- 
ers were ordering more units than 
they need, and selling them. In the 
second place, prices were jumping 
on refrigerators, TV sets, cleaners 
and washers. 


s Nervous media men heard re- 
ports that companies were cancel- 
ing cooperative allowances, but 
a spot check by AA failed to re- 
yeal a single case of cancelation. 
On the other hand, a chain of re- 
tail stores in New York, with ra- 
dio and TV cooperative shows up 
for renewal, has been unable to 
to get commitments from three 
major appliance distributors. 
The New York Times reported a 
“noticeable falling-off” in coop- 
erative appliance advertising, par- 
ticularly that of air conditioning, 
fans, refrigerators and _ kitchen 
ranges. It saw no particular sign 
of an upturn. 


s Another metropolitan daily re- 
ported “co-op has practically dried 
up,” with radio, TV sets, refrig- 
erators, stoves and electric appli- 
ances all off. ““We’re maybe down 
10%,” the newspaper said, “and 
the retailers have been able to 
cut their expenditures at least 
10%.” The spokesman figured that 
the situation was due for a change. 
“By Oct. 1, they’ll be back fight- 
ing for business,” he said confi- 
dently. “We’re not going to have 
the scarcity they’re figuring on.” 

Appliance manufacturers ad- 
mitted that in many cases retail- 
ers have not asked for co-op al- 
lowances. 

“Retailers haven’t applied for 
funds for three or four weeks,” 
said one, adding that with alloca- 
tions most of the dealers feel they 
can sell all the units they will get 
from the distributors. “Absolutely 
no cutback in co-op,” said a Gen- 
tral Electric spokesman. 

The manufacturers and their 
agencies were insisting that they 
had no plans for changing their 
cooperative arrangements. 


® How about the distributors? 

“We’re continuing with an ex- 
panded cooperative campaign 
launched before Korea,” Morgan 
Chubb, assistant sales manager of 
Crosley Distributing Corp., told 
an AA reporter. “We may have to 
cut back later, but there are no 
present indications that such ac- 
tion is necessary.” 

Ben Kaplan, advertising manag- 
er of*Motorola, New York, said 
categorically: “We haven’t cut 
back, and September will be the 
eaviest month (in co-op) we’ve 
‘ver had. Next year,” he con- 
tinued,” we will spend $15,000,000 
'n national and cooperative adver- 
tising on our 1951 line.” 

It is difficult to tell who’s can- 
celed what, trade sources explain- 
ed, because the end of summer 
Marks the end of the intensive 


selling season on several appli- 


SVU A et eee 


BADGES, TOO—Roy Rodgers tooth brush- 
es, made by Owens Brush Co., Toledo, 
are one of the new products carrying 


the cowboy star's endorsement. Each 

brush, cellophane wrapped, carries a 

badge of merit with the slogan, “Brush 
‘em right, morning and night.” 


ances. Not only air conditioning 
and electric fans, as might be ex- 
pected, but washers and refrigera- 
tors are believed by appliance men 
to sell better in the sumertime. 


s In Chicago, a spokesman for 
Hotpoint Inc. told AA that the 
company was not contemplating 
any cutback in cooperative ad al- 
lowances at present. However, he 
said that Hotpoint has counseled 
dealers and distributors to use dis- 
cretion in spending funds on local 
advertising, in view of the uncer- 
tain supply situation. 

General Electric Supply Corp., 
Chicago, which offers co-op ad- 
vertising only on vacuum cleaners 
and electric blankets, said it is not 
authorizing any expenditures of 
cooperative advertising funds now. 
Instead, it is advising dealers to 
take the money that normally 
would be spent for advertising 
and use it to stock up on items 
that will be in demand at Christ- 
mas. ; 

There is no point in advertising 
appliances at present, a GE Sup- 
ply official said. All appliances are 
selling today, he added, so there 
is no need to try and convince peo- 
ple that your particular product is 
the best. 


Get-Out-the-Vote 
Contest for Weekly 
Papers Announced 


NEw York, Aug. 17—The Amer- 
ican Press has announced a get- 
out-the-vote contest for the na- 
tion’s 8,600 weekly and _ semi- 
weekly newspapers. 

Plaques and prizes will be given 
to the papers doing the most to 
stimulate local voting in the Nov- 
ember elections. 

The contest, to be conducted on 
a non-partisan basis, has been 
praised by leaders of both political 
parties. Winning newspapers will 
receive prizes offered by Eastern 
Airlines, Elgin National Watch Co., 
Graflex Inc., Revere Copper & 
Brass, Time, Westinghouse Elec- 
tric Corp. and other organizations. 


O-Cedar Names Smith Ad, 
Sales Promotion Manager 
Robert Smith, who has been 


advertising and sales promotion 
office manager of 


O-Cedar Corp., 
Chicago, since 
1948, has been 


appointed adver- 
tising and sales 
promotion man- 
ager of the com- 
pany. He joined 
O-Cedar, maker 
of the new O- 
Cedar sponge 
mop and O-Ced- 
ar polishes, wax- 
es and dust mops, 
in 1942. 


Case-Hoyt Names Greiner 

Jacob B. Greiner Jr., a sales ex- 
ecutive of Case-Hoyt Corp., Ro- 
chester, N. Y., creative printer, 
since 1939, has been named a vice- 
president. 


Robert Smith 


Last Minute News Flashes 


Campbell Soup Will Introduce New Ketchup 


CAMDEN, N. J., Aug. 18—Campbell Soup Co., maker of V-8 tomato 
catsup, is planning to introduce a new product—Campbell’s tomato 
ketchup—throughout the Midwest. The new ketchup, which probably 
will not be introduced in the East until next spring, will be backed 
in this area by a heavy and continuous ad schedule, including news- 
papers and outdoor. Dancer-Fitzgerald-Sample is the agency. 


October Cheese Festival Drive Plans Set by ADA 


Cuicaco, Aug. 18—American Dairy Assn. will use full-color ads in 
The American Weekly, Ladies’ Home Journal and Look in October 
as part of the annual fall cheese festival drive. Railway Express Co. 
truck panels, in 1,200 cities and towns, also will be used by ADA. 
National Biscuit Co., General Mills, George A. Hormel & Co. and other 
advertisers will tie in with the promotion. 


-‘Everywoman’s’ Announces Rates, Guarantee 


New York, Aug. 18—Everywoman’s, new 5-cent monthly which 
will make its bow in January with a circulation guarantee of 1,000,000, 
will get $2,600 for a b&w page and $3,640 for a 4-color page. Roy M. 
Hutchinson, formerly eastern sales manager of Food Topics, has been 
named advertising director. Everywoman’s, published by Paul Hunter, 
will be distributed by American and Canadian super-market chains. 


French Line Ads Announce ‘Liberte’ Arrival 


New York, Aug. 18—The French Line is announcing the arrival of 
its new steamer Liberte, due here on Aug. 23, with spreads in current 
issues of Holiday, The New Yorker, Time, This Week Magazine, in the 
New York Herald Tribune, and the magazine section of the Aug. 20 
New York Times. In addition, 500-line ads will be used in 39 daily 
newspapers throughout the country on Aug. 23. N. W. Ayer & Son 
is the agency. 


Rejuvia Plans Flame-Glo Make-Up Promotion 


New York, Aug. 18—Rejuvia Beauty Laboratories will introduce a 
new Flame-Glo instant make-up Sept. 10 in the New York Mirror 
magazine and the First Three Markets Group. Promotion, now set for 
four magazines in November, will be expanded to approximately a 
dozen publications. Norman D. Waters & Associates is the agency. 


‘Look,’ ‘New Yorker’ Rates Up; Other Late News 


e Following in the parade of magazine rate increases (AA, Aug. 14) 
Look and The New Yorker have announced rate rises. Look will boost 
rates with its Feb. 13 issue, with a b&w page going up to $9,740, a 
rise of 3.5% on a page-per-thousand basis. Look’s guarantee will be 
raised from 3,000,000 to 3,100,000. A 51-time discount for multiple ad- 
vertisers will appear for the first time, although salesmen have been 
offering the rate in 1950. It has no implication that Look will become 
a weekly, Marvin W. Whatmore, business manager, said. The New 
Yorker raises its guarantee from 280,000 to 290,000, and its page rate 
from $1,975 to $2,075, effective with the Jan. 6 issue. This is a 5% 
increase, Time and space discounts are unchanged. 


e A new magazine, called American Philanthropy and described as 
“the national magazine of fund raising,” will be published in New 
York starting in January, 1951. Irving Rockmore will be the publisher. 


e Leland K. Howe Associates, New York, has announced its resignation 
of the Tele King Television Corp. account, due to differences in pro- 
motional policies. 


e Super Market Institute, Chicago, has appointed a special defense 
committee for the purpose of gathering facts on war-scare buying of 
food and taking steps to chart SMI’s course of action in the event 
that the current international crisis takes a critical turn. SMI’s direc- 
tors report that panic buying and hoarding now have “almost com- 
pletely subsided in all parts of the country.” 


e Ellington & Co., New York, has been named by Tipit Inc., New York, 
to handle advertising and promotion of Tipon, a new all-in-one nail 
lacquer and dispenser which will retail for $1. Fashion and women’s 
group publications will be used. 


e Ralph M. Odegard, with the Crowell-Collier Publishing Co. for 
five years, has joined the Chicago sales staff of Metropolitan Sunday 
Newspapers Inc. 


e Zippo Mfg. Co., Bradford, Pa., will enter television with a 13-week 
test spot campaign in six cities early next month. Most of the com- 
pany’s budget will be devoted, as before, to color ads in more than 10 
magazines. Geyer, Newell & Ganger, New York, is the agency. 


e U.S. Rubber’s Fisk tire division is introducing the new Fisk Safti- 
Flight Air Borne tire via two full-page ads in The Saturday Evening 
Post’s issues of Aug. 19 and Sept. 30. The newspaper schedule has not 
yet been okayed. Fletcher D. Richards Inc., New York, is the agency. 


e Harold D. McAneny, formerly advertising manager of Richmond 
Radiator Co., an affiliate of Reynolds Metals Co., New York, has been 
appointed director of advertising of Flintkote Co. He succeeds L. R. 
Walter, resigned. 


e West Virginia Pulp & Paper Co., New York, reported last week that 
for the nine months ending July 31, net earnings rose 24% from a 
year ago, while net sales increased only 5%. Net for the period was 
$8,100,515, compared with $6,522,713 a year ago. 


e American Iron & Steel Institute, New York, will use newspapers for 
public relations advertising as developments in the steel industry 
change in relation to military demands; Eight newspapers carried 
pages titled “The Situation Is Fluid” today. Hill & Knowlton is handling 
the account. ; 


Dodge Appoints Henchey 


William H. Henchey, formerly 
on the editorial staff of the Daily 
Hampshire Gazette, Northampton, 
Mass., has been named publicity 
assistant in the public relations 
department of F. W. Dodge Corp., 
New York, construction news and 
marketing specialist. 


Production Concern Formed 
Wayne R. Steffner, former sales 
manager of Columbia Pacific net- 
work, and Frank Oxarart, former 
advertising director for Hunt 
Foods, will form Oxarart-Steffner 
Productions Inc., Hollywood. The 
new concern will create and pack- 
age radio and television features. 
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“World-Telegram’ 
Strike Continues; 
Daily Sessions Held 


New York, Aug. 17—Although 
meeting daily in closed sessions, 
federal mediators, representatives 
of the New York Newspaper Guild, 
and management negotiators of 
the World-Telegram & Sun have 
avoided statements reporting prog- 
ress in settlement of the 9-week- 
old deadlock. 

Early in the week management 
and labor agreed to participate in 
daily meetings with federal media- 
tors to further an early end of the 
strike. 

Agreement by the guild to ac- 
cept further terms in settlement 
still depended upon job and union 
security. The guild has refused to 
consider settlement of other issues 
in the strike until terms are 
reached covering these items. 


s Management and the guild 
agreed to continuous sessions after 
the panel of federal mediators 
asked for round-the-clock meet- 
ings to end the strike. The sessions, 
while held daily, have been spaced 
to allow time for eating, sleeping 
and preparation of discussion ma- 
terial. 

No predictions were being made 
late in the week by either the 
guild or management as to an ex- 
pected end of the strike. A spokes- 
man for the guild said that the 
duration of the strike depends 
upon how soon management agrees 
to settle, but the same spokesman 
had no details of the week’s nego- 
tiations to relate. 


Waltham Watch Back 
in Business; Offers 
Big Stock for Sale 


New York, Aug. 18—Waltham 
Watch Co., Waltham, Mass., will 
begin processing an inventory of 
250,000 watches next week, ac- 
cording to Teviah Sachs, vice-pres- 
ident and general manager. 

Mr. Sachs, who took over a year 
ago as head of the company, which 
has been in the process of refin- 
ancing for some time, reported 
Waltham obtained “very satisfac- 
tory” orders at the American Na- 
tional Retail Jewelers Assn. show 
here this week. He said the com- 
pany is discussing methods of dis- 
posing of the inventory—in various 
stages of completion at the mo- 
ment—with “leaders of the jewel- 
ry and watchmaking trade.” 

Meanwhile, in Boston the U. S. 
district court authorized the trus- 
tees of Waltham to seize $600,000 
from the Reconstruction Finance 
Corp., the funds in questioned hav- 
ing been claimed by the trustees as 
a part of the company assets. The 
court previously crdered the RFC 
to turn the money over to the com- 
pany and later fined the federal 
agency $50,000 when the order 
was ignored. 

The Waltham plant has been 
closed since Feb. 3 when the RFC 
attached some $500,000 of the 
watch manufacturer’s bank hold- 
ings. The agency made the move 
after the company had defaulted 
on an interest payment on a $4,- 
000,000 RFC loan. At that time 
Hirshon-Garfield was Waltham’s 
agency. 


Applies for TV License 

L. B. Wilson Inc., Cincinnati, 
operator of Station WCKY, Cin- 
cinnati, has applied to the Fed- 
eral Communications Commission 
for a new commercial television 
station in Cincinnati. If granted, 
this will be the fourth TV station 
in the Cincinnati area. 


Appoints Platt-Forbes 


Platt-Forbes Inc. Hartford, 
Conn., has been appointed to 
handle the advertising campaign 
for the Republican State Central 
Committee in Connecticut. 
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Distributors Test 
Newspaper Ads for 
‘Cigar Enjoyment 


New York, Aug. 17—Starting 
Aug. 30 the National Assn. of 
Tobacco Distributors will conduct 
a test campaign in Springfield, 
Mass., to stimulate cigar sales. The 
Springfield Union and News will 
carry 200-line ads every Wednes- 
day and Thursday for five weeks 
as a tie-in with a specialized pub- 
licity drive being made in Spring- 
field retail stores. Wesley Associ- 
ates is handling the advertising 
and part of the publicity. 

The Springfield test is part of 
the association’s current Cigar 
Enjoyment Parade, a two-month 
publicity campaign being carried 
on nationally in cooperation with 
tobacco retailers, For this, 500,- 
000 posters, 10,000,000 stickers and 
10,000 banners have been distribu- 
ted urging cigar smokers to save 
cigar bands and put them in spe- 
cial collection boxes on display 
in retail stores. For every ten 
bands a cigar is sent to local or 
area veterans’ hospitals. 


s Joseph Kolodny, managing di- 
rector of the tobacco distributors, 
told a press conference. this week 
that it is hoped to increase sales 
by 100,000,000 cigars this year 
by means of the campaign. Cur- 
rent cigar consumption, he said, 
is about 440,000,000 annually. 

The introduction of smaller 
cigars that may appeal to women 
smokers, Mr. Kolodny said, is be- 
ing considered by the industry, 
but no definite plans for this have 
been developed. 

Although reports indicate more 
people are smoking more cigars 
today as a result of recent in- 
creased advertising by cigar man- 
ufacturers, Mr. Kolodny said, con- 
crete results of the present cam- 
paign cannot be determined until 
sales records have been tabulated 
in October. The cost of the cam- 
paign, he said, is $110,000 and is 
being borne equally by manu- 
facturers and wholesale distribu- 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


THIS is the hand of a 
HAPPY MAN 


hand which holds a cigar is that of « 
man at peace with himself and with the 


thoughts—the Hand of e Happy Man. 
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YOU NEED NOT INHALE TO ENJOY A CIGAR 


SPRINGFIELD TEST—This is one of th. 

200-line test ads to be used in the 

Morning Union and Evening News, 

Springfield, Mass., by the National Assn. 

of Tobacco Distributors to stimulate cigar 
sales. 


tors. 

The NATD, which initiated the 
current Cigar Enjoyment Parade, 
recruited the support of 2,500 pri- 
mary wholesale tobacco distribu- 
tors and 3,000 secondary whole- 
sale distributors, Mr. Kolodny said, 
who in turn are using 8,000 sales- 
men to support the campaign. 
Publicity is being handled by 
Wain & Baruch, New York. 

Mr. Kolodny estimated the num- 
ber of retail outlets participating 
as 1,250,000. Tobacco products, he 
emphasized, are sold in practically 
two out of every three retail out- 
lets throughout the nation—tobac- 
co and candy stores, drug stores, 
resorts, service stations, and hun- 
dreds of other types of retail 
stores. 

Special radio commercials are 
being used to take the message of 
cigar enjoyment to an estimated 
audience of 68,000,000 people and 
manufacturers have coordinated 
their advertising in newspapers 
and magazines for the duration of 
the campaign, Kolodny said. He 
estimated that cigar manufacturers 
are spending about $7,000,000 
annually for advertising in news- 
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papers, magazines and on the 
radio. 


James M. LeGate, General Manager 


5,000 WATTS - 610 KC - NBC 


When you select a market, you 
naturally use more than one 
yardstick to measure its value. 


If you select your radio station in 
Miami by the same intelligent 
measurement, you will certainly 
want some of WIOD! 


For every foot of our story 
...call our Rep 


George P. Hollingbery Co. 


German Merchant 
Will Be Taught 
U.S. Ad Methods 


American Agency Head, 
German Manufacturer 
Form ‘Teaching Team’ 


Cuicaco, Aug. 16—A German 
business leader and an American 
public relations man have decided 
to tackle the job of teaching Amer- 
ican advertising methods to Ger- 
man business men who expect to 
market goods in this country. 

The German is Reinhold Max 
Krause, owner and president of 
Max Krause Paper Co., Wiesbaden. 
The American is W. Ware Lynch, 
president of Russell Birdwell & 
Associates, New York. 

Mr. Krause also is vice-presi- 
dent of the German National Com- 
mittee for the International Trade 
Fair here, and is unique among 
foreign business men for his know- 
ledge and use of American adver- 
tising techniques in his own sta- 
tionery business. 


a Along with Michael Fooner, 
Russell Birdwell account execu- 
tive, Mr. Krause and Mr. Lynch 
have been the leaders of a pro- 
motion drive that has had two pur- 
poses since its start last May. The 
first was to get publicity for Ger- 
man exhibitors at the trade fair 
here, and the second was to teach 
those same exhibitors how to con- 
duct a publicity campaign. 

Both phases of the drive have 
been successful, the plan’s backers 
feel. Dinners and daily radio, tele- 
vision and newspaper interviews 
brought publicity for the exhibits, 
and the German business men have 
had a chance to observe and learn 
promotional methods as the cam- 
paign unfolded. 

The “education” team also has 
been encouraging German business 
men to invest their trade fair prof- 
its in advertising. Of every dollar 
sold here, 80% goes to the German 
bank to aid the dollar-hungry 
nation and the remaining 20% is 
the business man’s profit. 


ws “They’ve got to invest that 20% 
in advertising if they expect to sell 
the American market,” Mr. Krause 
emphasized. Though definite plans 
have not yet been made, he re- 
vealed that most companies hope 
to arrange for year-round selling 
in this country through importers, 
jobbers, wholesalers and retailers. 
“But they have to advertise or it 
just won’t work,” he pointed out. 

Mr. Krause is a founder and 
vice-president of Zentralausschuss 
Der Werbewirtschaft, which means 
Central Board of Publicity. It is 
the German version of our Ameri- 
can Assn. of Advertising Agencies. 

“During and before the war,” 
Mr. Krause explained, “the Nazis 
controlled and censored advertis- 
ing. After the war, when business 
began to recover, advertising men 
didn’t want government interfer- 
ence. So advertisers, publishers 
and agencies got together and 
formed the Central Board of Pub- 
licity. Nobody has to join and 
it’s entirely independent, which is 
what we wanted.” 


ws Some of the things already ac- 
complished by the board include 
the organizing of a group similar 
to our Audit Bureau of Circula- 
tion, adoption of a standard code 
of advertising, and exchange of in- 
formation with other European ad- 
vertising men. According to Mr. 
Krause, 80% of the Western Zone 
publishers are members of the 
German ABC. 

“But German business men still 
don’t realize the value of adver- 


tising!”” Mr. Krause explodes when 
discussing his favorite subject. “1 


show them how it gets profits and 
lower prices—but they just don’t 
see it.” 

Best proof of successful adver- 
tising is Mr. Krause’s own station- 
ery company which was founded 
by his father in 1865. His plants 
all over Germany were destroyed 
by Allied bombers during the war, 
and he rebuilt completely in 1945 
in Wiesbadin. 

“All I had was our brand name, 
some know-how, and advertising,” 
he relates. Today, Mr. Krause has 
an annual turnover of $1,000,000 
in American money, of which $70,- 
000 to $80,000, or 7% to 8%, is 
spent on advertising—a surprising 
amount by European standards. 

A member of the German Name 
Brand Assn., one of the first things 
he did was bring back his brand 
name, now the most famous in 
Germany. Germans everywhere 
know that a red circle on yellow 
paper with the brown letters “M. 
K. Papier’ means Max Krause 
stationery. 

To popularize the name, he came 
up with a jingle that swept Ger- 
many much the same way “Chi- 
quita Banana” caught on in this 
country. According to Mr. Krause, 
“Little children in Germany can be 
heard singing: ‘I’ll write to her, 
you write to me—But M-K paper 
it must be!’” 

In addition to the slogan, which 
can have only limited use on radio 
because of government control of 
that media, Mr. Krause spends 
most of his advertising budget on 
popular magazines. Other media 
used are direct mail, newspapers, 
posters and point of sale materials. 
To aid retailers, he supplies them 
with direct mail and mats for local 
advertising. 


‘American Home’ Rate 
Shown Incorrectly 


In an article on magazine ad 
rate increases last week, AA 
listed American Home Magazine 
as boosting its b&w page rate from 
$8,665 to $9,100, effective Febru- 
ary, 1951. This was an error. The 
publication will adjust its page 
rate from $7,360 to $7,700 on that 
date, at the same time that it in- 
creases its circulation base 100,000 
to 2,700,000. 


Names Sanger-Funnell 


Sanger-Funnell, New York, has 
been retained to direct the adver- 
tising of H. O. Canfield Co., 
Bridgeport, Conn., manufacturer 
of rubber plumbing specialties. 
Trade publications, direct mail and 
point of purchase promotions will 
be_ used. 
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Hugh Higgins New 
Interim Head of 
Broadcast Ad Unit 


WasHINGTON, Aug. 16—Hugh ¥ 
P. Higgins, station operator jg 
Marietta, O., has been named dj. 
rector of The Broadcast Advertis. 
ing Bureau to succeed Maurice 8 
Mitchell, who has joined the sales 
department of National Broadcast. 
ing Co. 

In announcing the appointment, 
William B. Ryan, general manager 
of National Assn. of Broadcasters 
made it clear that Mr. Higgins 
who takes over Sept. 1, will serve 
only on an interim basis, and that 
he has not been appointed presi. 
dent of the new corporation which 
is to be set up independently of 
NAB (AA, Aug. 14). 

Mr. Higgins will devote his ful} 
attention to development of the 
present services of BAB and t 
expansion of those services during 
the next few months. 

The new BAB head is a gradu- 
ate of Creighton University, 
Omaha, where he served as public 
relations director, also. After 
working with KFAB-KFOR in 
Lincoln, Neb., and KOIL, Omaha, 
he joined National Broadcasting 
Co. in Washington in 1940 and was 
later sales promotion director for 
the Blue network (now ABC). He 
served in the Air Force during the 
war and holds a commission as 
lieutenant colonel in the reserves, 
After the war he became assistant 
director of the NAB’s broadcast 
advertising department, and since 
1948 has been vice-president and 
general manager of WMOA, Mari- 
etta, O. 


Mactadden Reports Drop 
in Revenues and Net Profit 
For the first six months of 1950 
the operating revenues of Mac- 
fadden Publications Inc., New 
York, were $7,005,626 as compared 
with $7,627,673 for the same per- 
iod last year. The drop, Mac 
fadden told stockholders, “was 
due to lower newsstand sales and 
our unwillingness to replace them 
with unprofitable subscriptions, 
which necessitated an adjustment 
of advertising rates.” 
Stockholders also were informed 
that net profit after taxes for the 
first half of 1950 came to $200,049. 
The 1949 figure was $213,248. 


152,500 Sets in KSD-TV Area 

The Union Electric Co. of Miss- 
ouri has reported that there are 
152,500 television receivers in- 
stalled in the KSD-TV area as of 
Aug. 1. 
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July Sales of Chain Stores 


——————July————-% Gain -——_———_7 months ————-% Gain 
or Loss or Loss 
1950 1949 1950 1949 
Food Chains 
‘Grand Union ....--- $ 12,833,704 §$ 10,284,851 +248 $ 64,011,643 $ 55,432,785 +15.5 
K ee. 490,325 60,523,397 + 8.0 819, 441,486,806 + 1.0 
tational TS ..cceeee 24,246,268 20,260,790 +19.7 161,216,788 145,474,505 +10.8 
Safeway... enone 84,412,317 82,992,378 + 17 575,445,936 601,825,593 — 4.4 
Group Tota’ .....- $186,982,614 $174,061,416 + 7.4 $1,247,493,620 $1,244,219,691 + 03 
tr Roebu -« eee tt bert” x 948 +54.4 51.208, 215.206 1.081 0.008 +16.0 
are 9,981,929 9,395 +47.9 214,096 +17.9 
genes Ward .. 104,957,003 79'008'376 +36.3 543. Ban css 506, eas. oH + 3.2 
Group Tota! ...... $366, 738,349 $246,875,719 +48.6 $1,824,796,184 $1,630 954 +119 
ins 
prea, Chel pocce eee $ 3,725,417 §$ 3,960,990 — 59 $ 25,989,928 $ 26,537,537 — 2.1 
Walgreen | -eees 13,428,796 13,697,367 2.0 91,652,391 91,620,232 —— 
Group Total ........ $17,154,213 $17,658,357 — 2.9 $§ 117,642,319 $§ 118,157,769 — 0.4 
Variety and — 
tangerman Co., Inc. ..$ 665,550 $ . — 09 $ 3,870,563 $ 4,293,397 — 9.8 
Bond Stores .......- 3,955,535 3,764,078 + 5.1 38,875,323 45,538,283 —14.6 
Pr 10,809,600 9,890,675 + 9.3 61,510,448 66,908,175 — 8.1 
aeetidated Retail 
ee 1,654,051 1,618,618 + 2.2 15,354,941 17,538,895 —12.4 
*Diana Stores Corp. .. 1,387,949 1,232,847 +12.6 16,855,101 17,429,386 — 3.3 
-oolly ares. cots 45 5,122,108 4,696,889 + 9.0 40,821,714 42,686,637 — 4.4 
weaned 932,064 876,086 + 6.4 4,926,163 4,833,732 + 19 
aol: Sone Inc. 13,163,311 10,915,673 +20.6 557, 70,240,737 — 2.4 
Grant, W. T. ..------ 088,0 5,686,268 +15.3 117,251,044 115,342,355 + 16 
n-Robinso.: 
Sees 5 0sesev eee 4,906, 4,190,709 +17.1 44,204,603 41,784,250 + 5.8 
tGreen, H. 7,569,930 7,299,201 + 3.7 43,964,799 43,980,839 —— 
Howard Stores Corp 1,187,614 952,776 +24.6 14,713,981 14,766,020 — 0.3 
Kinney, G. R 2,431,000 2,192,000 +11.0 17,776,000 17,525,000 + 1.4 
Kresge, S. S. ...... 21,748,937 20,723,969 + 5.0 144,830,322 145,950,031 — 0.7 
Kress, S. H 11,867, 11,605,214 + 2.3 79,628,462 83,580,348 — 4.7 
Lane Bryant, Inc. 2,955,149 2,797,165 + 5.6 26,991,956 29,377,402 — 8.1 
ir 9,921, 9,125,212 + 8.7 58,054,979 60,265, — 3.7 
cect scees 7,477,817 6,884,538 + 8.6 49,782,206 49,188,740 + 1.2 
iMeLellan Stores .... 4,270,893 4,055,889 + 5.3 23,700,442 23,607,861 + 0.4 
Melville Shoe Corp. .. 992,908 4,831,329 + 3.3 38,665,915 39,502,815 — 2.1 
asa Stores, 
ts ceseeabis 9,730,700 7,132,500 + 36.4 54,333,500 51,560,900 + 5.4 
Miller: Woh! ed cose ae 2,050,149 + 18 30,099,698 33,425,800 — 9.9 
Murphy, G. C. 11,315,383 10,361,130 + 9.2 74,443,981 72,855,707 + 2.2 
Meisner Bros. ....... 4,295,801 3,986,462 + 7.8 28,610,272 28,780,888 + 0.6 
Newberry, J. J. .... 11,279,913 9,324,606 +21.0 68,770,668 66,259,548 + 3.8 
Penmey, J. C. .....- 74,113,134 60,825,647 +21.9 453,392,014 437,291,858 + 3.7 
fose’s 5-10-25 ..... 1,346,117 1,257,444 + 7.0 8,534,958 7,928,483 + 7.6 
terchi Bros. 
4 m4 Salah aca'e tek 1,579,557 1,087,374 +45.2 6,386,836 5,202,224 +22.7 
Western Auto ...... 18,129,000 11,202,000 +61.8 83,569,000 63,978,000 + 30.6 
FW. .... 45,893,446 43,396,589 + 5.7 316,328,735 309,995,491 + 2.0 
Group Total ...... $314,878,831 $274, 636,315 +14.8 $2,034,805,723 $2,011,619,662 + 1.2 
Combined Tot: ..$885,754,007 $713, —, +24.2 5 agg 737,846 $5,004,664,076 + 4.4 
. « month period. *Four weeks and 22 weeks ending 


{Six month period. tFive month period 
duly 29. 


Time Inc. Testing 
TV Spots for ‘Life’ 


New York, Aug. 17—Time Inc. 
last week quietly began io test 
television spots as a help to Life 
newsstand sales. 

In a letter to distributors, Life 
disclosed that it will use spots for 
about 20 weeks in four cities— 
Baltimore, Richmond, Schenectady 
and Wilmington. 

William Geer, associate pub- 
lisher of Life, works with March 
of Time and Young & Rubicam in 
planning the commercials, which 
are timed to break on Thursday, 
the day Life hits the stands. 

He works from dummies and 
proofs on Monday morning; by 
Monday afternoon he has a com- 
plete make-ready, and at 5:30 
that day the script is complete and 
the sound track cut, and March of 
Time cameras start photographing 
the pictures in the issue. 


8 By 10 p. m., the film is being de- 
veloped and printed. At 9 a.m. 
Tuesday, the film editor begins 
synchronizing sound and film; at 
ll a.m., the spot is ready for 
screening. The rest of Tuesday is 
spent in matching negatives, opti- 
cal reduction, and printing 16mm. 
reels from the original 35mm. 
Early Wednesday afternoon the 
final prints go to the stations. 

A year ago , when Time Inc. 
was producing “Crusade in Eur- 
ope,” it took ten days to produce 
the spots; they now have reduced 
it to three days, and the company 
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tells newsdealers that “should an- 
other half-day be cut out of the 
production time, there is a very 
good chance of our being able to 
ship TV spots, based on the cur- 
rent issue, to virtualy any major 
city in the U. S.” 


Store Broadcast 
Operation Started 
in Pacific Northwest 


PORTLAND, OrE., Aug. 18—More 
than 80 retail food outlets here and 
in Salem, Ore., and Vancouver, 
Wash., are now using a new in- 
store broadcasting system called 
Point-O-Salescast. 

Said to be the first such opera- 
tion in the Pacific Northwest that 
is sold to grocers for a fee, Point- 
O-Salescast was started by Donald 
W. Green Jr., former radio man 
and retail foods advertising expert, 
after a study of the market and of 
other services in Chicago and the 
East. 


e Advertising accounts currently 
using Point-O-Salescast include 
Borden’s, Tea Garden, Par-T-Pak, 
Crown Mills, Davidson Baking Co., 
and some 15 additional regional 
and local accounts. 

Monthly subscription fees range 
from $10 to $20 per grocer, depend- 
ing on the number of FM speakers 
used. A listenership study shows 
the cost at $1.21 per thousand 
shoppers reached at the point of 
sales, Mr. Green says. 


Twin Cities Dealers Plan 
to Plug TV Network Shows 


Forty Twin Cities television and 
appliance dealers and 13 distribu- 
tors will sponsor a series of ads in 
the St. Paul and Minneapolis 
newspapers to promote the na- 
tional network programs coming 
over KSTP-TV and WTCN-TV for 
the first time Sept. 30, when the 
coaxial cable between Des Moines 
and Minneapolis is placed in op- 
eration. The advertisements will 
carry the names of all dealers par- 
ticipating in the promotion. 

Distributors and radio stations 
report more than 100,000 TV sets 
now in operation in the Twin Cit- 
ies area, a 100% growth in the 


past year. 


WILBUR EICKELBERG 

NortaH HoLtywoop, Aug. 15— 
Wilbur Eickelberg, 53, a partner 
in Keenan & Eickelberg, advertis- 
ing, died here Aug. 13. He was the 
founder of the Western Advertis- 
ing Men’s Golfer’s Assn. 


LAWRENCE B. ICELY 

Cuicaco, Aug. 15—Lawrence 
Blaine Icely, 65, president of Wil- 
son Sporting Goods Co., died here 
Aug. 8. In his 32 years as head of 
Wilson, Mr. Icely has been credited 
with doing much to widen the 
market for sports equipment by 
encouraging greater sports par- 
ticipation. 


ROBERT C. SMITH 


Toronto, Aug. 15—Robert C. 
Smith, 97, founder and chairman 
of R. C. Smith & Son, advertising 
agency, and dean of Canadian ad- 
vertising executives, died here 
yesterday. In 1892 he started his 
career as a reporter on the old 
Toronto Globe, and about the turn 
of the century established one of 


the first advertising agencies in 
Canada. He was one of the first 
to induce Toronto newspapers to 
issue sworn statements on their 
circulation. His son, Adam S. 
Smith, is president of the agency. 


CLIFF W. AUBUCHON 


Sayre, Pa., Aug. 16—Cliff W. 
Aubuchon, 54, who retired July 
15 as an account executive of 
Prater Advertising Co., St. Louis, 
died here Aug. 10. For 18 years he 
was with the advertising depart- 
ment of the St. Louis Star-Times, 
later becoming advertising direct- 
or. In 1947 he wrote the music and 
lyrics of a song which was ac- 


he ed 
fo 


63 
cepted as the National Guard 
Anthem. 

PETER E. KROEHLER 
Cuicaco, Aug. 16—Peter E. 


Kroehler, 78, founder and chair- 
man of the board of Kroehler Mfg. 
Co., Naperville, Ill., furniture 
manufacturer, died yesterday at 
his home in nearby Riverside. 

Starting with the Naperville 
Lounge Co. on his 2lst birthday, 
he built his company into the 
world’s largest furniture business. 
Survivors include two sons, Del- 
mar, president of the company, 
and Kenneth, executive vice-pres- 
ident. 
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_ MEDIA HEAD NOTES COMPANION ADVERTISING GAIN 


Sam Frey of Doherty, Clifford & Shenfield learns of new increase! 


Top agency man Sam Frey gets the point of an advertising suc- policy is meeting the basic interests of American women every- 
cess story fast. No wonder, then, that he is keenly interested in where. 
what CoMPANION representative “Rip” Van Winkle is saying. From coast to coast, media buyers are learning that in the 


Here it is: Following advertising gains for the first seven | women’s service field the COMPANION is the magazine to watch! 
months of this year, the COMPANION has recorded a new increase 
in August—a boost in advertising of 10 per cent above the same 


month in 1949! 
That’s a success story par excellence—and the reason behind 
it is dramatically clear: more than ever, the COMPANION editorial Yéoman Q-Home 


AVERAGE CIRCULATION: MORE THAN 4,000,090 
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